





New in this issue: 


SPOT REPORT 


A digest of national 





spot placements 








It’s not just the award-it’s why 



























Don’t misunderstand us. We're delighted indeed to be 
the recipient of the Distinguished Award for Television 
News that now occupies a proud spot on the walls of Distinguished 
WSAZ-TV’s News Room. It was given to us recently, you A, J; 
may recall, by the Radio-Television News Directors’ chievement 
Association, in cooperation with Northwestern University’s 
famous Medill School of Journalism. . = Television News 
There are a lot of good television stations in this ee rere 
country, and the number gets bigger every month. So to by aa 
be singled out in this manner for our caliber of news Association 
reporting here in the industrial heart of America is more 
than just an honor. It is, we think, national recognition R in cooperation a — 
of a regional service built upon sound “whys” of T with a 
dedication, the best facilities and people we can assemble, University 
and a terrific amount of hard work. N 
WSAZ-TV news reporting wins more than awards. It also D presented WSAZ-TV 
wins the approval and loyal following of TV families fo fj Huntington, West Virginia 
throughout the five-state area to whose interests we fashion A 
it. News builds big audiences. And big audiences are 
the best market place in which to sell more goods. WSAZ-TV Pd LE 
advertisers have proved this out. 6 SS 
You could, too, if ee Sree = 
you'd talk with Se Be 
the nearest a 
Katz office. 














Huntington- 
Charleston, 
West Virginia 
CHANNEL 3 

Maximum Power 

NBC BASIC NETWORK 
affiliated ABC & Du Mont 


Tease Ve ot eG 


also affiliated with Radio Stations WSAZ, 
Huntington, & WGKV, Charleston 
Lawrence H. Rogers, Vice President and 
General Manager, WSAZ, Inc. 
represented nationally by The Katz Agency 








It's Easy When You Know How! 


PPT KANSAS CITY: KCMO Rodio & KCMO-TV ets oue 
MEREDITH SYRACUSE: | WHEN Radio & WHEN-TV tue rou soo 
<TC Ma PHOENIX:  KPHO Radio & KPHO-TV thera ssw 
Wey OMAHA: WOW Radio & WOW-TV “22,5 “ 


ST ATI 0) NS Affiliated With Better Homes aid aTmin g Magazines 


TELEVISION AGE is published monthly by the Television Editorial Corp. Editorial, advertising and circulation offices: 444 Madison Ave., 
New York 22, N. Y. PLaza 1-1122. Printing Office: 307-11 Main Street, Kutztown, Pa. Singie copy: 50 cents. Yearly subscription in the 
U. S. and possessions: $6; in Canada: $7; elsewhere: $8. Vol. II, No. 7. Acceptance under Section 34.64 P. L. & R. authorized. 
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ARE IRUNOAR OUR TORE 


Once a year...on Valentine’s Day...we wear our hearts on our sleeves... 


go all out for sentiment and old lace... tell the ones we love, we love them. 


A more recent but even more intense American habit is the way we show 
our love for our local TV programs by watching them... believing them... 
and buying what they recommend. It’s ingrained ... it’s part of a pattern of life... 
and it’s certainly a pattern of profit for alert advertisers. 









WSB-TV... ... Atlanta WATV ....... New York 
WBAL-TV .... . Baltimore WTAR-TV .... . Norfolk 
WFAA-TV .... . Dallas KMTV ....... Omaha 
KOA-TV ...... Denver WTVH-TV..... Peoria 
WICU ....... Erie WENS ....... Pittsburgh 
KPRC-TV .... . Houston WOAI-TV .... . San Antonio 
WJIM-TV ..... Lansing KFMB-TV ..... San Diego 
KARK-TV ..... Little Rock KGO-TV ..... . San Francisco 
KABC-TV .... . Los Angeles KREM-TV .... . Spokane 
WTVW....... Milwaukee KOTV ....... Tulsa 
KSTP-TV .....M’p’l’s-St.Paul KEDD ....... Wichita 
WSM-TV ..... Nashville ABC Pacific Television 


Regional Network 


REPRESENTED BY 


Edward Petry & Co.,iInc. 


New York + Chicago + Los Angeles « Detroit - St. Louis - San Francisco - Atlanta 
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shot-in-the-arm 
TV ever had! 


56 FIRST-TIME-ON-TV 
“A” FILMS WITH TOP STARS! 


56 GOLDEN WEEKS 
OF TOP RATING TV! 


Here’s a real gold mine for any station, any sponsor—a treasury 
of 56 first-run feature films of top box-office calibre! 
As a matter of fact, many of these films are so new that they are 
actually still in release! Naturally, we can’t mention their titles, 
en ati = but look at the star-spangled names that appear in them! 
elo ae _ WOR-TV, New York, who's “Million Dollar Movie” is sold out with 
— an 84.2 rating has purchased the entire package of 56 features. 
Associated Artists Productions, Inc., world-wide producers and 
distributors of films for television, has offices at 345 Madison Ave., 
New York City, regional offices are currently being 
organized in principal cities. 
Don’t wait! Get a big box-office audience for 
your station ...your product! 


ASSOCIATED ARTISTS PRODUCTIONS INC. in 
345 MADISON AVENUE e@ NEW YORK CITY | 
MU 6-2323 call |-Gavatr now! 











Letter from the Publisher 


National Spot Revenue Will Expand 


Last August TELEVISION AGE published “Spot Outlook” with 
a list of 400 key accounts using spot tv. 

Based on the tremendous response to that feature we have 
started a new monthly service called Spot Report. The Spot 
Report will be an important check list for agencies, stations and 
reps of spot activity. 

With the network schedules tightening up, the area of ex- 
pansion and increased revenue in tv lies to a great degree in the 
direction of spot. We hope to make the Spot Report an im- 
portant service designed toward getting more business in that 
direction. 


Seasoned Veterans Aid TvB 


The TvB is off to a flying start under the direction of its 
enthusiastic and youthful president, Oliver Treyz. 

The initial three appointments are seasoned veterans in the 
field. Norman E. “Pete” Cash, station relations director, knows 
the business well. Dr. Leon Arons, former v.p. and director of 
research of the William Weintraub Agency, is an imaginative and 
solid researcher. In bringing Raymond E. Nelson into the fold 
as director of spot tv, the Bureau has added one of the real 
pioneers in the business. He is one of the founders of the Ameri- 
can Television Society. He has plenty of ideas on how to increase 
spot tv’s take of the nation’s advertising dollar. He has both 
production and timebuying experience and he has a firm belief 
in what the medium can accomplish. Ray is a real pro. But as 
the TvB forms its team and gets ready to do combat, it needs and 
deserves unified industry support. It needs money. It can only 
get the money from memberships. Stations should not hesitate 
in joining the organization. To get off to a flying start the TvB 
needs the support now, and the investment a station makes now 
in TvB membership will pay tangible dividends. 


Farm Programming Interest 
Next month TELEVISION AGE will publish a feature on 
rural tv. 


There has been stepped up activity in farm programming on 
stations across the country. Along with this increased. program- 
ming has come increased advertiser interest. Our story on 
television on the farm will be of especial interest to farm accounts 
and their agencies. 


Cordially, 


Ay ful 














SUPER 


POWER 
| 316,000 WATTS 


WODEL-TV 


WILMINGTON 


fn 


PHILADELPHIA OFFICE 

> 

1500 Walnut St., Suite 1205 
Telephone Kingsley 6-4020 





STEINMAN STATION 








Represented by 


MEEKER TV, Inc. 


New York Chicago 


Los Angeles San Francisco 
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ADVERTISERS ALL OVER THE MAP ARE SHOUNG 


PURITY BISCUIT 


Phoenix, Ariz. 
Tucson, Ariz. 
Boise, Idaho 


BURGERMEISTER BEER 
Seattle, Wash. 
Spokane, Wash. 
Bakersfield, Calif. 
Chico, Calif. 
Eureka, Calif. 
Fresno-Tulare, Calif, gham 
Los Angeles, Calif. 
Salinas-Monterey, 
Calif. 
San Diego, Calif. [--">' 
San Francisco, Calif. ingfie 
Stockton-Sacramen- risbur 
to, Calif. 
Las Vegas, Nev. 
Reno, Nev. 










AN TO W 


RMS, LITTLE MARKETS, STATE and REGIONAL AREAS 


idvgers, plus many more, will sell with ‘The Eddie Cantor Comedy Theatre’ 





—" 


FR STORES SEGO MILK WALL BROKERAGE BLATZ BREWING ESTES DEPARTMENT 

ver, Colo. Butte, Mont. COMPANY COMPANY STORE 
NE’S ALE —— a Mont. Greenville, S. C. Eau Claire, Wisc. Rochester, Minn. 
oise, Idaho Bay, Wisc. 
shegor, Me. Idaho Falls, Idaho «ASSOCIATED GROCERS che” was” GRIESEDIECK BREWING 

land, Me. CONTINENTAL OIL FOOD STORES Madis6n, Wisc. Kansas City, Mo. 

Haven, Conn. Salt Lake City, Utah Milwaukee, Wisc. St. Louis, Mo. 

ii, Plidence, R. I. ao Neenah, Wisc. BROWN DISTRIBUTING 

ton, Mass. Billings —. DR. PEPPER Wausau, Wisc. Columbia, S. C. 3 
. Washington, N. H. ’ . Roanoke, Va. FORD DEALERS KOB-TV 


-¢ fghamton, N. Y. ’ 
alif, alo, N. Y. DREWRY’S BEER FT. PITT BREWING Abilene, Tex. Albuquerque, N. M. 


gston, N. Y. pete Huntiiigton-Charles- Dallas, Tex. SOUTHLAND PROVISION 

enectady, N. Y. i a ~ "ind ° ton, W. Va. Lubbock, Tex. Columbia, S. C. 

acuse, N. Y. chert a ‘ Wheeling, W. Va. Midland, Tex. Charleston, S. C. 
ittingfield, Mass. Sevens i Mnait Steubenville, Ohio sen a Tex. Florence, S. C. 
_frisburg, Pa. Detroit, Mich. , pn stig —_. tae — Tex. ROCHESTER MILK 
Grand Rapids, Mich. . Wichita Falls, Tex. PRODUCTS ASSN. 
Lansing, Mich. CROWN ZELLERBACH Rochester, N. Y. 


sington, D.C, Saginaw, Mich. PAPER PRoDucTS AX BEER FISHER BROS. 
2 Colorado Springs, a SUPERMARKETS 


KULA-TV Colo. Leulslene Cleveland, Ohio 





Petersburg, Fla. Honolulu, Hawaii Pueblo, Colo. part of Alabama WIEDEMANN BEER Hurry! 
York City El Paso, Tex. Cincinnati, Ohi 

e| KFDA-TV Albuquerque, N.M. COHEN FURNITURE CO, Cinna’: ~ 8 Your market 
S . Columbus, Ohio 

i Amarillo, Tex. Honolulu, Hawaii Peoria, Ill. Bas may be 

_ Dayton, Ohio snapped up 
y PRICE CREAMERIES WMIN-TV JACOB'S PHARMACY , soon, So 

» | El Paso, Texas Minneapolis-St. Paul, Atlanta, Ga. i ii write, wire 
~ Minn. e or phone 






SOMETHING DIFFERENT AND EX- 
CITING EVERY WEEK! Guest stars 
including Eddie Fisher, Charles Co- 
burn, Billie Burke, Jimmy Gleason, 
Lizabeth Scott and many more! 


TELEVISION 









Harrington, Righter 
and Parsons, Inc. 


National Representatives for 


WAAM — Baltimore 
WBEN-TV — Buffalo 
WFMY-TV —Greensboro 

W DAF-TV — Kansas City 
WHAS-TV — Louisville 
WTMJ-TV — Milwaukee * 
WMTW — Mt. Washington = 
WTPA —Harrisburg Bar 
WSYR-TV —Syracuse ar" 


two more of the best... 








Television 





Publisher 
S. J. Paul 


Editor 
Art King 


Associate Editor 
William Ruchti 


Film Editor 
David Yellin 


Washington Correspondent 
David Stewart 


Production and Art Director 
Stan Cook 


Advertising 
Norman Land 
Marvin Kruth 

Advertising Representative 


Circulation Director 
Marion Lee Woods 


Readers’ Service Dept. 
Marcia Krinsley 


Chicago Office 
Lee Swanson 
333 North Michigan 
Tel.: FRanklin 2-7100 


West Coast Representative 
Duncan A. Scott 
San Francisco: Mills Bldg. 
Los Angeles: 2978 Wilshire Blvd. 





Member of Business Publications 
Audit of Circulation, Inc. 


TELEVISION AGE is published monthly by the 
Television Editorial Corp. Editorial, adver- 
tising and circulation offices: 444 Madison 
Ave., New York 22, N. Y. Phone: PLaza 
1-1122. Printing Office: 307-11 Main Street, 
Kutztown,, Pa. Single copy: 50 cents. Yearly 
subscription in the U. S. and possessions: 
$6; in Canada: $7; elsewhere: $8. Accept- 
ance under 34.64 P.L.&R. authorized. Copy- 
right 1954 by Television Editorial Corpora- 
tion, 444 Madison Ave., New York 22, N. Y. 
The entire contents of TELEVISION AGE are 
protected by copyright in the U. S. and in 
all countries signatory to the Bern Conven- 
tion and to the Pan-American Convention. 
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‘Dig another CRAZY sign!* ~ 


“Man, I remember when you told me about KATV’s transmitter being just 
24 miles from Little Rock . . . the same distance from the Battery to the 
Bronx . . . but what's this LOOP business?” 


“Well son, it’s also the same distance from the LOOP to ARLINGTON 
RACE TRACK!” 


“Man, you're really with it.” 


“Everybody’s with KATV! 103,000 sets in the area on January 1, 1955 
. and growing all the time.” _ 

“Are there any people around?” 

“People? Son, there’s 806,000 people .. . all within KATV’s primary 

coverage area!” 

“Do they spend any money?” 

“$653,091,000 a year .. . and they’ve got it to spend with an effective 

buying income of $857,900,000!” 

“It’s a real crazy market!” 

“33rd in the Nation, with it’s population ... a real COOL DEAL for 

advertisers!” 


“Man, KATV is exceedingly HEP!” 


You can get hep with: You can get hep with: 
BRUCE B. COMPTON AVERY-KNODEL, INC. 
National Sales Mgr. National Reps. 


KATV 


CHANNEL 7 


Studios in Pine Bluff & Little Rock 


JOHN FUGATE, Mgr. N 


620 Beech Street, Little Rock, Arkansas ee 
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WKRC-TV programming 
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CBS programming dominates 





the Cincinnati area day and night 
over WKRC-TV. 


Radio Cincinnati, Owners and Operators of 
WKRC-Radio, Cincinnati, Ohio 
WKRC-TYV, Cincinnati, Ohio 
WTVN-Television, Columbus, Ohio 





WKRC-TV channel 12 CINCINNATI, OHIO 


WTVN-Radio, Columbus, Ohio 
Ken Church 


W 
' = 
National Sales Manager 


CBS TELEVISION NETWORK—REPRESENTED BY THE KATZ AGENCY 
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FEBRUARY, 1955 


Television Age 


39 KRAFT SAGA 
The cheese firm’s actual story is 
more fabulous than its tv dramas 


42 COLOR IN THE LIVING ROOM 
Big-screen sets to meet 
demand for lower prices 


44 TOOL UP FOR COLOR 
Manufacturers now are ready 
with equipment stations need 


46 COLOR FOR SALES 
Producers who gambled early 
now win with chroma commercials 


48 THE CASE FOR SMALL STATIONS 
Supplementary affiliates 
pose a three-sided problem 


50 HOMETOWN COLOR 
A second group of stations 
joins local-live pioneers 


52 COURTING THE LAW 
A bar association makes 
public relations pay off 


70 GREEN-BACKED THUMB 
Time-lapse cameras bring 
plants and profits to bloom 


Cover: Anthony Saris 


DEPARTMENTS 


‘ 


19 


31 


66 


Publisher’s Letter 79 Washington Memo 


Report to the readers New ICC Democrats 


Spot Report 83 Wall Street Report 
Digest of national activity The financial picture 


7 Tele-trends 86 Readers Ask 


The shape of the future Questions on color film 





Tele-scope 88 Network Schedule 


What's ahead behind the scenes 


Newsfront 
The way it happened 


Film Firsts 
Syndicated tops in the top ten 


Film Sales 
The month’s activity 


106 In Camera 
The lighter side 


The February line-up 


95 Set Count 


Varket-by-market figures 


95 New Stations 
The openers’ openings 


103 In the Picture 


Portraits of people in the news 





Here We 
Crow Again! 


CHANNEL PROVIDENCE 


ML ACL 
316,000 
WATTS! 


The “live” channel featuring New 
England’s most popular selection 
of “live” local shows, has a new 
POWERFUL REACH! Already New 
England’s most “viewed” channel 
. . « WJAR-TV now brings its fa- 
mous showmanship to more and 
more of the rich New England TV 
market. 

Remember, when plotting the New 
England TV market . . . you simply 
cannot beat the coverage of 
powerful Channel 10, Providence! 
Ask for our new powerful station 
brochure! 


WJIAR-TYV 
CHANNEL 10 
Providence, R. I. 


NBC-Basic © ABC — Dumont — CBS 
WEED TELEVISION 
National Representatives 
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When it’s cold outside and you'd 
like to create a warm feeling in three 
choice Western Pennsylvania mar- 
kets, start burning up the wires to 
WJAC-TV, Johnstown. What a siz- 
zling Hooper! WJAC-TV is: 
FIRST in Johnstown 
(a 2-station market) 
SECOND in Pittsburgh 
(a 3-station market) 
FIRST in Altoona 
(a 2-station market) 


You really put the heat on sales 
... with the 1 buy that covers 3— 


JOHNSTOWN - CHANNEL 6 


Ask your KATZ man for full details! 

















February 1955, Television Age 





444 Madison Avenue, New York 22 


Miles Participations 

. .. We have graduated to participa- 
tion in a number of shows. We have a 
fifteen-minute segment each of Garry 
Moore and Robert Q. Lewis weekly on 
CBS-TV and we have Concerning Miss 
Marlowe and Modern Romances one 
day each week on NBC. We are con- 

tinuing spots throughout the country. 
OLIverR B. CaPELLE 
Advertising Manager 
Miles Laboratories 


Elkhart, Indiana 


Likes Color Issue 

I think your color edition of TELE- 
VISION AGE is extremely well done. I 

have read it with real interest. 
G. M. PuiLpott 
Vice President 
Ralston Purina Co. 
St. Louis 


Nostalgia 

Your January issue is of real inter- 
est to those in the field. I enjoyed it, 
as a color set owner. Our kind of 
manufacture (for the U.S. Air Force 
only) does not lend itself to tv as a 
medium. . speaking as an old 
worker in the radio-tv vineyard, . . . 
I wish I still had a valid reason to look 

at good books such as yours. 
KEN ELLINGTON 
Assistant to the President 
Republic Aviation Corp. 


One of Best 
The stories on color this month 
(January) are most interesting, and it 
seems to be one of your best issues to 

date. 

Davin M. BALTIMORE 
WBRE-TV 
Wilkes-Barre, Penna. 


KTTS-TV Relays Color 

I enjoyed your color story in the 
January TELEVISION AGE. I notice 
KTTS-TV is not included among those 
stations which are currently carrying 
network color. I would like to correct 


this. We began network colorcasts on 
Dec. 23, 1954. 

G. Pearson WarD 

Manager 

KTTS-TV Springfield, Mo. 


Takes Book Home 
I sincerely believe that you fellows 
are doing an outstanding job in the 
class trade publication field. Your 
book not only is one of the handsomest 
but contains so much valuable in- 
formation that it is one of the few pub- 
lications I always take home to read. 
Tuomas B. McFappen 
Vice President 


VBC 


Sourcebook 

I used the contents of your January 
issue profusely in a talk which fol- 
lowed a demonstration of RCA 21” 
color receivers before the dinner 
guests of the Women’s Advertising 

Club of St. Louis last Monday night. 
Davip PASTERNAK 
KSD-TV 


St. Louis 


Informative 
I have been reading TELEVISION AGE 
for some time and appreciate a maga- 
zine that is both interesting and in- 

formative. 

RaLpH C. ROBERTSON 
Vice President & Marketing 
Director 
Geyer Advertising 


Good Reading - Good Reference 

This latest issue of TELEVISION AGE 
is excellent: good reading—good refer- 
ence. We're particularly interested, of 
course, in your color section, and I 
for one was most interested in Mr. 

Ketcham’s article. Congratulations! 
SHAN ELLENTUCK 
J. T. Howard Advertising 
Raleigh, N. C. 


News Letter Source 

. each month we put out an ad- 
vertising and marketing News Letter. 
We would like your permission to 

quote from your publication. 
Joun W. Wa.LLaAce 
Galloway-W allace 
Oklahoma City 


(Note: Permission granted.) 








Pertinent 

Many thanks for your neat story of 
our golf show (“The tee-off pays off”, 
January, 1955) . . . and for inserting 
it in such a colorful issue. With such 
pertinent editorial adjacency we can’t 

help but be noticed. 
Steve Davis 
WTRI 
Albany 


Spot Outlook Reprints 
. send us fifty copies of “Spot 
Outlook.” 
E. G. FEINTHEL 
Crosley Broadcasting Corp. 
Cincinnati 


Your list of spot accounts is very 
helpful. 

Henry P. JOHNSTON 

President WABT 

Birmingham 


Send me 10 more copies of “Spot 
Outlook.” 

L. A. Buust Jr. 

KTUL Tulsa 

(Note: Reprints of “The Spot Outlook,” 


a listing of 400 national spot advertisers, 
are available at 20¢ each) 


Eye for Color 

. . .. found the color piece most in- 
teresting and highly informative. 
Overall, the January issue is a fine 
looking one . . . . compliments on the 

layout and contents. 
Ernest E. STERN 
ABC, New York 


Film Costs In Demand 
I thought the article describing the 
many costs involved in producing tele- 
vision commercials was very well 
done . . . would like to receive 100 

copies. 

DoucLas YOuNG 
Taggart & Young 
Los Angeles 


. . . 6 copies of “What Price Film 
Commercials.” 

H. Louise NicHoLs 

K. E. Shepard Inc. 

Chicago 


. . . 100 copies of “What Price Film 
Commercials” from Nov. 1954 issue. 
R. D. ELuiotr 

R. D. Elliott Co. 


Boston 


. we would like 15 copies of the 
story “What Price Film Commer- 
cials.” 

CAROLE STILL 
Bozell & Jacobs 
Seattle 


. send 20 copies of “What Price 

Film Commercials,” to Mr. Lyndon 
W. Gross at the above address. 

LinpA ELMORE 

The Biow Co. 


San Francisco 


. send us 25 reprints of the story 
“What Price Film Commercials.” 

Janet M. THoMAs 

Storm Advertising Co. Inc. 

Rochester 


Would you send 10 copies of the 
story “What Price Film Commer- 
cials?” 

Martin G. Boss 
Pacific National Adv. 
Spokane, Washington 


. 20 reprints of “What Price 

Film Commercials” 
HuLt YOUNGBLOOD 
Bernard M. Brooks 


San Antonio 


We enjoyed your article “What 
Price Film Commercials” very much 
and I would like to have about five 
prints. 

Atice McDonoucH 
Media Director 
Olian Advertising 
St. Louis 


(Note: Reprints are available at 15c each, 
$12 per hundred) 


Plug for uhf 
Always thought the most of your 
very fine publication . . . . but since 
your January issue our hats are doffed 
permanently. Thanks for the front 
cover plug, really hit the spot around 
here. (See enclosure) 
Mike Horn 


wHyn-Tv Channel 55 


(Note: TELEVISION AGE, January cover used 
the figures “55” in four colors, with the 
legend “The Year for color”. WHYN-Tv’s art- 
ist blanked out the color, making it read 
“The year for 55”°—wuyn’s channel num- 
ber.) 

























JEAN CARROLL 
Timebuyer 
Sullivan, 
Stauffer, 
Colwell 

& Bayles 


says... 


—————— 





Check the latest Hart- 
ford-New Haven rat- 
ings and you will find 
WNHC-TV is the most- 
looked-at TV station 
in the state. | have 
seen the excellent re- 
sults of a spot cam- 
paign on Channel 8. 
There is no guesswork 
.-- WNHC-TV has the 


buying audience. 








899,957 TV 


FAMILIES 
e 
3,484,400 POP. 
e 


$6 BILLION MARKET 
ASK YOUR KATZ MAN 


HARTFORD-NEW HAVEN 
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The PHILCO 16mm CineScanner provides 
the finest film reproduction in either color or 
monochrome. 35mm model also available. 





Broadcasters . . . here is the finest 
equipment available for color and 
monochrome film reproduction. Con- 
tinuous film motion and flying-spot 
scanning techniques produce high- 
definition pictures with superb light 
values. Whether you plan to use slide 
and film in monochrome; or a versatile 
combination of film and slides in, both 
color and monochrome, the Philco 
CineScanner gives longer film life and 
utmost dependability . . . it’s the only 
practical method for color! For complete 
information, write to Dept. TA today: 


Check These PHILCO Features 


e Quiet, continuous film motion... no 
complicated intermittent mechanism 
to cause film wear and breakage. 





e Cold light source... no film burning. 

e Instantaneous run-up time with pro- 
visions for quick starts and stops... 
remote control available. 


e Highest quality production in mono- 
chrome and color. 








PH ItLCO CORPORATION 





better TV film reproduction! 


with the new PHI LCO 


BS OK NS 
Ss 


+ 


Dual slide changer facing 54” light source unit; 84” equip- 
ment rack in background. This setup will handle mono- 
chrome (positive or negative) slides with rack space to spare. 


LN XS SOO 


A slide changer, dual 16mm film units, light source and three 
equipment racks complete the facilities for monochrome, and 
both positive and negative film . . . leaving extra rack space. 


GOVERNMENT & INDUSTRIAL DIVISION ¢ PHILADELPHIA 44, PA. 


Slide changer and single 16mm film combination for mono- 
chrome projection. The multiplexing mirror facilitates the 
use of only one light source for both of the film units. 


provides color and monochrome (positive and negative) film 
programs and either color or monochrome slide presentations. 














If you want fo sell 


Philadelphia 


tel teich ah 4 ee 











Let Scott Do It is the top-rated 9:00 to 10:00 a.m. 
show in Philadelphia . . . according to both Pulse 
and ARB .. . the greatest kitchen show in 
America. And Alan Scott’s the consistent winner 
in popularity polls. 


SALESMAN FOR BLUE-CHIP SPONSORS! 
National Advertisers who’ve experienced Alan 
Scott’s terrific selling power include: General 
Foods, Lipton’s, Hoover Appliances, Morrell 
Meats, Pillsbury, St. Joseph’s Aspirin, Sunshine 
Biscuits, Seabrook Frozen Foods, and many 
others. 


LOWEST COST! Alan Scott’s Let Scott Do It 
has the lowest-cost-per-thousand rating of any 
daytime women’s show in America’s major 
markets, according to a study by Television Age. 














Over 100,000 TV homes at a cost of only $1.45 
per thousand. And now, Let Scott Do It comes 
under WPTZ’s “45-12” discount plan. 45% off 
one time rates when you buy 12 or more an- 
nouncements under the “45-12” plan. 


TOP COVERAGE! WPTZ is peak-powered at 
the low end of the band, to deliver a clearer, 
stronger signal to more people over a wider area 
than any other TV station in Pennsylvania! 


WHAT A BUY! Let Scott show you! And be 
sure to ask about the “45-12” plan. Write or 
wire your nearest Free & Peters “‘Colonel’’—or 
phone Alexander W. Dannenbaum, Jr., WPTZ 
Sales Manager, LOcust 4-5500; or Eldon Camp- 
bell, WBC National Sales Manager, PLaza 
1-2700, New York. 


WPTZ cHANNEL 3 


First in Television in Philadelphia 
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WESTINGHOUSE BROADCASTING COMPANY, INC. 

WPTzeKkYwW, Philadelphia; WBZ+WBZA*WBZ-TV, Boston; KDKA*KDKA- 

tv, Pittsburgh; wowo, Fort Wayne; Kex, Portland; KP1x, San Francisco 
KPIX represented by THE Katz AGENcy, INc. 

All other WBC stations represented by FREE & PeTers, INc. 
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TELEVISION AGE 


ith the breakthrough of spot ac- 
veo tivity on all geographical fronts 
these were the significant findings dis- 
cernible in the first TELEVISION AGE 
spot report: 
e Network time is tight, and the spill- 
over is going into spot. The most con- 
spicuous example is the action of Nehi 
Corp. Unable to clear network time, 
the firm is now in the process of buy- 
ing 194 spot markets with a quarter 
hour film featuring the Ames Brothers. 
e There is solid evidence to suggest 
the trend toward longer spot contracts, 
even though there have been and will 
continue to be several brief saturation 
campaigns. Best example of longer 
commitments was the activity of the 
beverage industry. Teas and instant 
coffees are moving farther from the 
seasonal policies of earlier days. Sa- 
lada, Lipton and Tenderleaf all are 
entered with 26- or 52-week cam- 
paigns. The beers, while still under- 
writing sponsorship of summer sports, 
have expanded heavily toward syndi- 
cated film programs placed on a year- 
round spot basis. 
e Farm accounts, long time radio- 
users, are going into tv spot. Nutrina 
Feeds, Ralston Purina, General Mills, 
Pillsbury are all active. International 
Harvester is seriously considering ex- 
tending Halls of Ivy to small markets 
on a spot basis. 
e The hitherto 
static over the past few months, is 
“busting out all over” with spot activi- 
ty. Leo Burnett; Russel M. Seeds; 
Foote, Cone & Belding; Ruthrauff & 
Ryan; Young & Rubicam; Geoffrey 
Wade are busy placing out of Chicago 


middlewest, fairly 


as this spot report indicates. 
Bruce Brewer, Campbell-Mithun and 
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REPORT 


a four-week 
review of 
current activity 
in national 

spot tv 


Knox-Reeves are active in Minne- 
apolis, as are Cramer-Kasselt and 
Mathison Associates in Milwaukee and 
D’Arcy, Gardner, Ruthrauff & Ryan in 
St. Louis. 

While the backbone of network tv 
billing is food, toiletries, tobacco and 
soap, examination of the spot report 
accents the diversification of spot. 

Every account, whether it has re- 
gional or national distribution, is a 
prospective spot advertiser; and, with 
new accounts coming into the medium, 
this spring promises to be the largest 
season spot tv has had to date and 
will be, according to all indications, 
responsible for an even larger percent- 
age of the stations’ total billings. 


AMERICAN BREWERY, INC. 


(VanSant, Dugdale and Co., Inc., 
Baltimore) 


Spots and sports shows started for 
American Beer in Baltimore. 


AMERICAN HOME FOODS, INC. 


(Charles W. Hoyt Co., Inc., N. Y.) 


For G. Washington Coffee, the company 
has underway a 20-week schedule of film 
ID's 20 seconds and one-minutes in New 
York, Philadelphia, New Haven, Syracuse 
and Baltimore. Douglas Humm is the 
timebuyer. 


AMERICAN HOME FOODS, INC. 


(Charles W. Hoyt Co., Inc., N. Y.) 


Starting about February 21, the company 
will buy 10 weeks of live participations 
in cooking shows for G. Washington Broth 
and Seasoning in Philadelphia, New 
York, Milwaukee, Los Angeles and San 
Francisco. Douglas Humm is the 
timebuyer. 


AMERICAN MOTORS CORP. 


(Geyer Advertising, Inc., N. Y.) 


Nash cars has a tv spot campaign coming 
up soon. No details as yet. Betty Powell 
is the timebuyer. 


HARRIET ANDRE, INC. 


(Product Services, Inc., N. Y.) 


Currently using in 25 markets a 
one-time showing of a ten-minute 
demonstration film of a new product, 
Tress Kit, a hair conditioner. More 
stations will be added until at least 

209 marke‘*s have been covered. 
Company has pegged $500,000 for tv spot 
use in '55 and will buy more time 

in any market where response is heavy. 
Martha Rose is the timebuyer. 


ANHEUSER-BUSCH, INC. 
(D'Arcy Advertising Co., St. Louis) 


Plans are in the making for the beer 
company to go into the top 100 markets 
with the Damon Runyon Theatre, which 
is syndicated by Screen Gems, Inc., 
starting April 15. 


BETHLEHEM STEEL CO. 


(Radio Reports, Inc., N. Y.) 


The steel company has begun its first 
foray into tv spot on a regular basis with 
52 weeks of the quarter-hour film, This 
Week in Sports, on WBAL-TV Baltimore, 
WFIL-TV Philadelphia and WTTG 
Washington. Bethlehem intends to add tv 
markets where it has plants and shipyards. 
Which would mean in and around 
Bethlehem, Boston, Buffalo, Johnstown, 
Pa., Beaumont and San Francisco. George 
Magee is the contact. Film is syndicated 
by International News Service. 


BLOCK DRUG CO., INC. 


(Harry B. Cohen Advertising Co., Inc., 
N. Y.) 


Renewed for either 13 or 26 ‘weeks 
its schedule of one-minute filmed 
commercials for several of its products. 
Some of the product campaigns are in 
80 markets, overall market total for 
company is over 100. Participating 
products are: Amm-i-dent, Polident, 
Poli-Grip, Green Mint Mouthwash, 
Stera-Kleen (in only a few markets) 
and a new headache remedy capsule, 
Centrol. Beth Black is the timebuyer. 


BROWN & WILLIAMSON TOBACCO 
CORP. 


(Russell M. Seeds Co., Inc., Chicago) 


For Raleigh Cigarettes, B & W will be 
placing announcements and daytime spots 
in 15 markets in northern markets. Merle 
Myers is the timebuyer. 


E. L. BRUCE CO. 
(Christiansen Advertising Agency, 
Chicago) 


The household Product company is 
planning an announcement schedule on 
a national basis for Bruce Cleaner. 


CARGILL, INC. 


(Bruce B. Brewer & Co., Minneapolis) 
Cargill is scheduling announcements for 
Nutrena Dog Food in midwest and 
southwest and for Nutrena Feeds in the 
midwest. 


CARTER PRODUCTS, INC. 
(Ted Bates, Inc., N. Y.) 


A 13-week campaign in 125 television 
markets is underway for Carter's 

Little Liver Pills, using one-minute film 
and slotted mostly in the afternoon. In 
many markets, the schedule calls for one 
or two spots per week. Cameron Higgins 
is the timebuyer. 


THE COCA-COLA CO. 
(D’Arcy Advertising Co., Inc., N. Y.) 


The Coca-Cola Company's new consumer 
campaign featuring the theme, ‘‘Almost 


(Continued on page 21) 


February 1955, Television Age 19 





William Porter 


Samuel Clemens 
Fred Dannay & Manfred Lee 


Teodor Korzeniowski 


What's in a name? 


Any of the above seem familiar to you? Maybe not, but 
actually you know them all. Know them not by their fancy 
appelations, but by their output... by their performance. 





William Porter you know and respect as O. Henry. 
Samuel Clemens is the real name of Mark Twain. 

Fred Dannay & Manfred Lee show up on the mystery 
shelves under the composite of Ellery Queen. 

Teodor Korzeniowski is better known as Joseph Conrad. 


In selecting a station representative as in top writers, 
it’s not the name but the performance that counts. 


And JEPCO stands for performance... . performance 
based on experience, service and superior know-how. Learn 
what that record of performance can mean to you. 





Bee know how the wind blows JOHN E. PEARSON COMPANY 


Radio and Television Station Representatives 
$ 


New York ¢ Chicago » Minneapolis « Dallas *« Los Angeles * San Francisco 
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Spot (Continued from page 19) 


Everyone Appreciates the Best,” is 
being tv spot supported by almost all 
local bottling companies located in tv 
markets. Many of the bottling companies 
work with D’Arcy in placing spots, 
especially in northeast such as 
Philadelphia, Pittsburgh, Rochester and 
Baltimore. Other Coca-Cola Bottlers 
schedule through local agencies. Fred 
H. Howe is the present "Arcy contact 
in the northeast area but a new man will 
soon be taking over most of this territory. 


COTY, INC. 
(Franklin Bruck Advertising Corp., N. Y.) 


The cosmetic company will begin a 
15-week tv spot cmaelen in 10 to 15 
markets. One-minute and 20-second film 
announcements will be used. Alice Ross is 
the timebuyer. 


DR. PEPPER CO. 


(Grant Advertising, Inc., Chicago) 


The company is planning to buy a fairly 
heavy spot schedule before Spring. 


DURHAM-ENDERS RAZOR CORP. 
(Fletcher D. Richards, New York) 


Test tv spots are being considered starting 
at the end of February. James M. Kelly 
is the timebuyer. 


EMERSON DRUG CO. 


(Lennen & Newell, Inc., N. Y.) 


The company is beginning to think about 
plans for Bromo Seltzer. Bromo’s 52-week 
sponsorship of Janet Dean, Registered 
Nurse, in 23 markets is up in April. 
MPTV syndicated the film. Richard 
Eyman is the timebuyer. 


ESSO STANDARD OIL CO. 
(Marschalk & Pratt Co., Inc., New York) 


Esso is considering a renewal of its 
recent heavy spot schedule ‘which used 
1200 film spots—ID’s, 20-seconds and 
one-minutes—on 75 stations in 50 markets 
in Esso’s 18-state territory. (East and 
southeast.) This spot activity was used in 
support of the company’ s “extra octane 
performance’’ campaign which has been 
the theme of the sixteen Your Esso 
Reporter and two Your Esso Weatherman 
shows. The Weatherman is scheduled on 
WNBF-TV Binghamton and WDTV 
Pittsburgh, Pa. The Reporter is on the 
following stations and markets: WBZ-TV 
Boston, WRCA-TV New York, WPTZ 
Philadelphia, WBAL-TV Baltimore. 
WTOP-TV Washington, WCHS-TV 
Charleston, W. Va., WTVR Richmond, 
WTAR-TV Norfolk, WSLS-TV Roanoke, 
WBTV Charlotte, N. C., WCSC-TV 
Charleston, S. C.,, WIS-TV Columbia, S. C., 
WMCT Memphis, WSM-TV Nashville, 
WAFB-TV Baton Rouge and 
WDSU-TV New Orleans. Don 
Leonard is the timebuyer. 


EVINRUDE MOTORS 
(Cramer-Krasselt Co., Milwaukee) 


The maker of outboard motors is 
planning an announcement schedule on a 
national basis. Loretta Mahar is the 
timebuyer. 


GENERAL CIGAR CO. 


(Young & Rubicam, Inc.) 


White Owl Cigars has been expanding 
its 15-minute Sports News Shows 

and it is now in 32 markets. 

New markets will continue to be added. 
Vance Hicks is the timebuyer. 


GENERAL ELECTRIC CO. 
(N. W. Ayer & Son, Inc., Philadelphia) 


Telechron clock line is featured in 
three one-minute live spots per week 
for four weeks in Denver and Salt 
Lake City. 


GENERAL MILLS, INC. 


(Knox Reeves Advertising, Inc., 
Minneapolis) 


General Mills is placing a schedule of 
announcements in midwest for its Feed 
Products. Dr. A. R. Root is the agency 
contact. 


WILLIAM L. GILBERT CLOCK CORP. 


(Whitebrook Co., New York) 
There is a possibility that in the late 


spring, the company and its subsidiary, 
Liberty Watch Co., will begin to 

use tv spots. Barbara Brooks is the 
timebuyer. 


GILLETTE SAFETY RAZOR CO. 


(Clinton E. Frank, Inc., Chicago) 


The Toni Company is scheduling an 
announcement campaign for Pamper 
Shampoo in seven markets. 


THE GRAPETTE CO., INC., 
CAMDEN, ARK. 


(Direct) 


There will be an increase in this soft 
drink company’s ad expenditures for the 
coming year of around $100,000. They 
intend to step up their tv spot activity, 
using 15- and 30-second film spots. B. T. 
Fooks is president. 


HELENA RUBENSTEIN, INC, 
(Ogilvy, Benson & Mather, Inc., N. Y.) 


The cosmetic firm is readying for a 
mid-February start, a film spot campai 
in 15 to 20 major markets. Martin 

is the timebuyer. 


THE CHARLES E. HIRES CO. 


(N. W. Ayer & Son, Inc., Philadelphia) 


The soft drink company’s bottlers will 
use a heavy tv spot schedule consisting 
= either one-minute films or local variety 
snows. 


GEO. A. HORMEL CO. 


(Batten, Barton, Durstine & Osborn, 
Inc., Minneapolis) 


Hormel Good Foods is scheduling 
announcements and participations around 
the country but heaviest in midwest. 
Hale Byers is the timebuyer. 


INTERNATIONAL CELLUCOTTON 


PRODUCTS Co. 
(Foote, Cone & Belding, Chicago) 


The company plans to go into tv for 
Kleenex. No decision yet as to whether 
it will be spot or network or both. 
Indications are good, however, that spot 
will be used. Genevieve Lemper is the 
timebuyer. 





Joan Ruttman, 
N. W. Ayer & Son, Inc. to Grey Ad- 
vertising Agency, Inc. 


timebuyer, from 


INTERNATIONAL MILLING CO. 
(H. W. Kastor & Sons Advertising Co., 
Inc., Chicago) 


The makers of ‘‘Robin Hood” flour are 
now working out a new schedule to begin 
within 30 days. 


INTERNATIONAL MOLDED 
PLASTICS, INC. 


(Product Services, Inc., N. Y.) 
The company has started placing the 


15-minute film, The Virginia Graham 
Show for their Brook Park dinnerware. 
They will reach 50 markets. Martha 
Rose is the timebuyer. 


G. KRUEGER BREWING Co. 


(Grey Advertising Agency, Inc., N. Y.) 
The company will undertake a campaign 
on the low-calorie content of its beer by 
continuing its current spot schedule in 
New York and in the New England area. 
In the latter section, more stations are 
expected to be added. No further details at 
this time. Marian Jones is the timebuyer. 


LEVER BROS. CO. 
(Ogilvy, Benson & Mather, Inc., N. Y.) 


Rinso will be starting a film spot 

campaign in mid-February. The schedule 

will include markets of all sizes and 

will follow Rinso’s own pattern. Martin 
e is the timebuyer. 


LIFE MAGAZINE 


(Young & Rubicam, Inc.) 

Will continue through February to 
place three days—M-T-Th—spot 
announcements in a different major 
market each week. Martin Murphy is 
the associate media director. 


THOMAS J. LIPTON, INC. 
(Young & Rubicam, Inc., N. Y.) 


The company has a tv spot appropriation 
earmarked for its soup and tea products 
but no final plans have been drawn up as 
yet. Lipton’s soup and tea are currently 
sharing alternating weeks sponsorship of 
The Whistler, a CBS Television Film 
Sales product, in Spokane, Seattle, 
Portland, Ore., San Francisco, 
Sacramento, Fresno, 

Bakersfield and Los Angeles 


MANCHESTER HOSIERY MILLS 


(Bahn Advertising, Boston) 

On February 1, the company renewed for 
13 weeks its participation in local women's 
fashion shows in the following 9 stations 
and markets: WLW-A Atlanta, WGN-TV 
Chicago, WNBK_ Cleveland,WLW-T 
Cincinnati, WLW-C Columbus, 
WLW-D Dayton, WJBK Detroit, WABD 
New York and WRGB Schenectady. They 
are looking for placements in at least 
three more markets. Ted Kaufmann, 
Manchester advertising manager is the 
contact. (See The Run is in the Sales, 
TELEVISION AGE, January 1955.) 


MARS, INC. 


(Leo Burnett Co., Inc., Chicago) 

The candy company has not yet 
determined whether it will use the 
half-hour film, Buffalo Bill, on network or 
spot. Starting time for campaign is the 
middle of March. Film is a Flying A 
production. 


THE MAYBELLINE CO. 


(Gordon Best Co., Inc., Chicago) 


The makers of Maybelline toilet 
preparation products are now working 
out a new schedule to begin within 30 
days. 


McILHENNY CO. 


(Scheideler, Beck & Werner, Inc., N. Y.) 


The company is planning for its Tobasco 
Sauce 26 weeks of film ID's in Chicago 
and Charlotte, N. C. and probably one or 
two other markets. Anne Small is the 
timebuyer. 


MILES LABORATORIES, INC. 


(Geoffrey Wade Advertising, Chicago) 


The makers of Alka-Seltzer, One-A-Day 
Vitamins and other drug products are 
now ‘working out a new schedule to begin 
within 30 days. 


MILLER BREWING CO. 


(Mathisson & Associates, Inc., 
Milwaukee) 


Miller High Life Beer is planning a 
national schedule of announcements. 
Jack Severson is the timebuyer. 


MONSANTO CHEMICAL CO. 


(Needham, Louis and Brorby, Inc., 
Chicago) 
The makers of “‘All’’ detergent and other 


(Continued on next page) 
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Spot (Continued) 


products are now working out a new 
schedule to begin within 30 days. 


MYSTIK ADHESIVE PRODUCTS 
(George H. Hartman Co., Chicago) 


The company is drawing up plans for a 
heavy spot schedule to begin March 1 
for Mystik Tape. 


NATIONAL BISCUIT CO. 


(McCann-Erickson, Inc., N. Y.) 

The film, Sky King, has started a 39-week 
run for Nabisco cookies in the following 
25 stations and markets: WAAM 
Baltimore, WNAC-TV Boston, WGR-TV 
Buffalo, WBTV Charlotte, N. C., : 
KRLD-TV Dallas, WHO-TV Des Moines, 
KDAL-TV Duluth, WFMY-TV 
Greensboro, N. C., WNCT Greenville, 

N. C., WKZO-TV Kalamazoo-Grand 
Rapids, KCMO-TV Kansas City, WMAZ-TV 
Macon, WTMJ-TV Milwaukee, WALA-TV 
Mobile, WOW-TV Omaha, KPTV | 
Portland, Ore.. KSD-TV St. Louis, 
KSL-TV Salt Lake City, KPIX_ San 
Francisco, KING-TV Seattle, KREM-TV 
Spokane, WSTV Steubenville, KOVR 
Stockton, WFLA-TV Tampa-St. 
Petersburg and WSPD-TV Toledo. 

Sky King is produced by Jack Cherlock 
Productions, Inc. 


NATIONAL CARBON CO. 
(William Esty & Co., N. Y.) 


The company is planning a national tv 
spot campaign in a number of markets 
during the spring and again next fall. 
The campaign will feature the company’s 
“New Everready’’ no. 950 leakproof 
battery. One-minute and 20 second : 
cartoon animations based on Eveready’s 
“Our Critical Moments’’ theme will be 
used. Frank Mahan is the timebuyer. 


NEHI CORP. 


(Batten, Barton, Durstine & Osborne, 
Inc., N 

The soft drink company ‘will place a 
quarter hour film, The Ames Brothers 
Show, in 194 markets for 26 weeks. 
Tentative starting date is March 15. Hope 
Martinez is the timebuyer. 


NESBITT FRUIT PRODUCTS, INC. 


(M. H. Kelso Co., Los Angeles) 


The soft drink company will step up its 
use of live tv spots in a campaign that 
will continue for the rest of this year. 


NU-TRISHUS PRODUCTS CORP. 


(Schwimmer & Scott, Inc., Chicago) 


The agency has just taken over the 
account and plans are being made for tv 
spots. The company prepares and 
distributes canned and fresh frozen 
products for both retail and institutional 
use, 


OLYMPIC RADIO AND 
TELEVISION, INC. 


(Product Services, Inc., New York) 


Company plans to augment its $100,000 
campaign featuring its new low priced 
model ‘with a $25,000 television 
appropriation. Spot is expected to be 
used in the major markets. Sy Lewis is 
the timebuyer. 


ORE-IDA POTATO PRODUCTS, INC. 


(Sidney Garfield & Associates, 

San Francisco) 

Will be using tv in the following 
markets: Portland, Ore., Seattle, 
Minneapolis, Denver, St. Louis, Chicago, 
Detroit, Washington and Philadelphia. 
Robert Jones is the timebuyer. 


PEPSI-COLA CO. 
(Biow-Beirne-Toigo, Inc., N. Y.) 


The company’s advertising budget for 
this year will be the biggest in its 
history. (Last year the parent company 
and its franchise bottlers spent 
large-sized $13 million) Tv spot will be 
in for a good share of the expenditure, 
both from the parent company and the 
bottlers. The Pepsi theme, ‘““‘The Light 
Refreshment,’” will be used. No definite 
spot plans available at present. 
Sessions is the timebuyer. 
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PILLSBURY MILLS, INC, 


(Campbell-Mithun, Inc., Minneapolis) 
The company is scheduling announcements 
and participations for Quick Cinnamon 
Rolls in the south and midwest and for 
Obelisk Flour in the south. 


PROCTER & GAMBLE CO. 


(Leo Burnett Co., Inc., Chicago) 

P&G now testing White Lava Soap in a 
few markets on the west coast. Campaign 
may be extended if tests are successful. 
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Jeanne Nolan, timebuyer, from 
Blair-tv Co. to N. W. Ayer & Son., 


Ine. 


PROCTER & GAMBLE Co. 
(Benton & Bowles, Inc., N. Y.) 


The company has already started a 52-week 
tv spot campaign in many markets for its 
home permanent, Pin-It. More markets 

will be added. Don Foote is the timebuyer. 


RALSTON PURINA CO. 


(Guild, Bascom & Bonfigli Co., 

San Francisco) 
The company has started 13 weeks of 
nighttime chain breaks in Knoxville, 


Quincy, Rock Island, Oklahoma City, 
Muskogee, Tulsa and Lubbock. 


REALEMON-PURITAN CO. 
(Rutledge & Lilienfeld, Inc., Chicago) 


The makers of frozen fruit juices and 
concentrates is planning to schedule 
participations nationally. Ray H. Kremer 
is the timebuyer. 


HAROLD F. RITCHIE, INC. 


(Atherton & Currier, Inc., N. Y.) 


For Eno Salts, the company has started 
one-minute film spots for 39 weeks in 

three test markets: San Francisco, Los 
Angeles and Washington, D. C. Further 
plans await outcome in these markets. 


HAROLD F. RITCHIE, INC. 
(Atherton & Currier, Inc., N. Y.) 


For Bryl Cream, a hair dressing for men, 
the company has just added 20 markets to 
its tv spot schedule. Bryl Cream is now on 
47 markets on a 52-week basis with 
one-minute film spots. 


S.S.S. CO. 
(Day, Harris, Mower & Weinstein, Inc., 


Atlanta) 


For its SSS Tonic, the company is going 
into a 13-week tv spot campaign in 20 
markets, beginning in the middle of 
February. 


SALADA TEA CO., INC. 


(Hermon W. Stevens Agency, Inc., 
Boston and Reggie Schuebel, Inc., N. Y.) 


Renewed for 52 ‘weeks in 30 markets (as 
far west as Chicago and south to W. Va.). 
Some one-minutes used but mostly 
nighttime ID's and 20 seconds. 


SAN GIORGIO MACARONI 
PRODUCTS 


(VanSant, Dugdale and Co., Inc., 
Baltimore) 


Campaign is underway with 20-second 
and one-minute live and film spots for 
the rest of the year in Pittsburgh, 
Johnstown, Reading, Wilkes-Barre and 
Scranton. May pick up other markets in 
Pennsylvania area from time to time. 
Robert V. Walsh is agency director of tv. 


WM. SCHLUDERBERG-T. J. 
KURDLE Co. 


(VanSant, Dugdale and Co., Inc., 
Baltimore) 


Esskay Meat Products pate and programs 
laced for the rest of the year in 
altimore and film spots only in 

Washington and Norfolk. 


THE SEVEN-UP CO. 
(J. Walter Thompson Co., Chicago) 


The soft drink company is planning to 
place the half-hour film, Soldier of 

Fortune, in many markets beginning 
early April. MCA-TV is the syndicator. 


W. A. SHEAFFER PEN CO. 


(Russell M. Seeds Co., Inc., Chicago) 


The company is placing announcements 
in scattered markets for its Fineline and 
Snorkel pens. Merle Myers is the 
timebuyer. 


SHWAYDER BROTHERS, INC. 


(Grey Advertising Agency, Inc., N. Y.) 
The company will definitely use tv spot 
for Samsonite Ultralite luggage when 
its 33-market sponsorship of Mr. District 
Attorney ends, in most markets the film 
series is over in April, in others it goes 
through May and June. No decision as 
yet as to whether schedule will consist 
of a half hour film or announcements. 
Helen Wilbur and Warren Stewart are 
the time buyers. 


STANDARD BRANDS, INC, 


(Compton Advertising, Inc., N. Y.) 
Chase & Sanborn Instant Coffee promoted 
in a 52-week campaign of ID’s in 75 
markets beginning the first of the year. 
Genevieve Schubert is the timebuyer. 


STERLING BREWERS, INC. 


(Smith, Benson & McClure, Inc., Chicago) 


Sterling Beer is scheduling announcements 
in the southwest. 


SWIFT & CO. 


(McCann-Erickson, Inc., Chicago) 

The company will start about April 1 or 
sooner a campaign in the southern 
markets only. John Cole is the timebuyer. 
Swift is also running a dairy products 
campaign in a few scattered markets, and 
is planning an ice cream drive for late 
Spring. 


THE TAYLOR-REED CORP. 


(Charles W. Hoyt Co., Inc., N. Y.) 


For Q-T Frosting, the company has 
started a four to eight week campaign 
of 20 second and one-minute film spots, 
primarily daytime slots, in 17 markets. 
Still in search for a few more markets. 
Douglas Humm is the timebuyer. 


JAMES VERNOR CO., DETROIT 


(Direct) 


The soft drink company anticipates an 
increase in its advertising budget. It will 
put some of this extra outlay into tv spot 
in the near future. R. Wojciehowski is 
the advertising manager. 


WILSON & CO., INC. 


(Ewell & Thurber Assoc., Chicago and 
Needham, Louis and Brorby, Inc.) 


The meat packing company is now 
readying three new schedules to begin 
within 30 days. One, for Wilson Beef and 
Turkey Pie, ‘will be a series of 
announcements in 15 markets. The 
second, for Wilson Bacon, Ham and 
Sausage, will be half-hour nighttimers. 


Pat Brouwer is the timebuyer at NL&B; 














1954 was a big and busy year for color. Since 
the FCC approved the compatible system in 
December 1953, 50,000 channel miles of the 
Bell System television network have been spe- 
cially adapted to carry color programs to 150 
stations in 109 cities. 

In addition to the big job of color conver- 
sion, the Bell System has also added 18,000 
channel miles to the nationwide TV network. 


BELL TELEPHONE SYSTEM 


PROVIDING TRANSMISSION CHANNELS FOR INTERCITY TELEVISION TODAY AND TOMORROW 







Red lines show the 50,000 channel miles of the television network which can carry color programs 


Color Television Network 
now reaches 109 cities 


Conversion of the television network to 
transmit color is an exacting and expensive job. 
New equipment must be added and hundreds 
of technicians must be trained in the complex 
color techniques in order to maintain and 
adjust this equipment to exact standards. 

Plans for 1955 call for continued expansion 
of the television network—to keep pace with 
the industry’s expanding needs. 
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The difference that sets WCBS-TV 
apart from all other stations in 
New York is is policy to devote 
the same effort, ingenuity and 
production skill to each of its 
programs, whether in the field of 
entertainment or in the area of 


education and information. 


It is this “difference” that last 
year won for WCBS-TV the largest 
average audiences in New York, 


day and night. 


It is this same “difference” that in 
1954 earned for WCBS-TV high 
praise from the critics and the 
community for the largest schedule 
of public interest programs of any 
station in New York—plus a 


George Foster Peabody medal. — 


Finally, it’s this same “difference” 
that last year persuaded advertisers 
to invest more of their dollars — 


with WCBS-TV than with any other 


- New York television station. - 


© 


This distinction can make a big. 


difference in sales to any advertiser 


WCBS-TV 


who wants to get the most out of 


television in 1955. | 


New York, Channel 2 


CBS OWNED. Represented by 
CBS Television Spot Sales. 
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BUSINESS BAROMETER 








Billings in television leveled off in November. But in holding the record gains made in 
October in all three revenue areas, the industry showed a stamina which is 
viewed optimistically in advertising and financial quarters. 


The fourteenth month of the TELEVISION AGE continuing study of television business 
brought reports from the largest number of stations yet reporting—stations 
representing some 25 per cent of total annual billing. This increasing 
cooperation from station management heightened the accuracy of the exclusive 
month-to-month Business Barometer. 








Network business continued to show strength in November with a gain of 4.6 per cent over 
the figure for October. National spot was practically unchanged with a slight 
drop over the previous month of 0.5 percent. Local was off 2.5 per cent. 


Dec. 1953 Jan. 1954 Feb. Mar. Apr. May June July Aug. Sept. Oct. 


+45 
+40 
+38 
+30 
+25 
+20 
+15 
+10 
+5 


Source: Television Age 


Oct., 1953 


—10 
—15 
—20 





The continued strength of network billings was particularly noteworthy, extending, as it 
does, the 15.2 per cent increase reported in October. 





It is not surprising that the network segment of billings, while it follows in general 
the trend of total television business, is not as abrupt in its changes as are 
both local and national spot. 














In October the 15.2 per cent increase for network was more than 10 percentage points less 
than either of these divisions. During the slow-summer months the network 
decline was never as severe as the other two categories. These facts are brought 
out clearly in the accompanying chart. 


The network gain in November of 4.6 per cent over October may be compared with a 6.6 per 
cent gain for the same period in 1953. Since the TELEVISION AGE report was 
started in October of 1953 the gain for October over September is not a matter 
of record. Informed observers of network billings, however, have expressed the 
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opinion that the October gain in 1953 was not as great as in 1954. If this is 
true, it may account for the larger gain in November that year. 


October. It must be remembered that the October gain over September reached a 
record height of 27.8 per cent. Holding on to this new high level seems to 
indicate the strength of this particular class of business. 





The October 1954 high in national spot was 27.8 per cent above the 1953 figure. November 
1954 was 32.6 per cent above the point reached by the November 1953 totals. 





November 1954 loss of 0.5 per cent over October may be compared with a 4.4 per cent gain 
in November 1953 over the previous month. 





Local billings were the softest of the three categories with a decline for the month of 
2.5 per cent. This drop seems relatively minor when it is remembered that local 
billings jumped 26.5 per cent in October, as compared with September. 





The local billings for November 1954 were 26.4 percent higher than the same billings were 
a year before, in November 1953. The gain in 1953 for November over October was 
3.3 per cent as compared to the small loss in 1954. 





Breaking down the November Business Barometer into station classifications, the survey 
shows that smaller stations, those with annual billings at and under the 
$625,000 mark, were strong in local billings witha better business in 
November (in this classification) than they had enjoyed in October. 








better than hold its own during th2 month. Network, conforming to, and in some 
cases exceeding, the national average, was better in November than in October. 





The second station size, those with billings exceeding $625,000 and not over $1,375,000, 
found local business was close to the national average. 


In national spot the stations in this group were considerably under the national average. 
In network business they exceeded the mean. 





Stations with billings over $1,375,000 and under $3,250,000 were near the national 
average in both local and national spot. In network billings they were over 
the average by several percentage points. 





Largest stations, those with billings more than $3,250,000 annually, were slightly over 
the average in both local and national spot and slightly under, in the network 
classication. 








The TELEVISION AGE continuing study of business is the only report of its kind being made 
on television business. Its growing acceptance by the industry has been 
indicated-both by the increasing number of stations that are cooperating in the 
national sample and by the wide use to which the figures are being put withi) 
the industry. 





Reports are made directly to Dun & Bradstreet on forms provided by TELEVISION AGE. That 
Wall Street firm's tabulation of totals is furnished to the magazine where the 
material is analyzed with the help of consultants. 
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NOW 
1,000,000 


WATTS 


WILK-TV speaks with performance . . . not claims. 
Turn to WILK-TV for the kind of sales packed recep- 
tion a million watts deliver. This new power, com- 
bined with smart programming and proven sales 
know-how, will sell more of your products at less 
cost. Here is your ideal vehicie to roll into a top- 
dollar market of over 2 million viewers in 20 North- 
eastern Pennsylvania counties, extending from New 
York State to Harrisburg . . . from Williamsport to 
New Jersey. It reaches an annual spending power 
of over 4 billion dollars. 


For the BEST in Television— it’s WILK-TV-Channel 34 


OE 
sr owe ee 


WILKES-BARRE 
SCRANTON 


AVERY KNODEL, INC. 


NATIONAL REPRESENTATIVES 


@ NEW YORK e CHICAGO e@ SAN FRANCISCO @ LOS ANGELES @ ATLANTA e DALLAS 











portrait 
of a 
market | 


ALBANY, Capital of New York 
State, lies at the heart of WRGB’s 
coverage area. As a center of gov- 
ernment, education and commerce 
for the Empire State, it is a vital 
part of the WRGB market area 
that includes 30 counties of New 
York, Vermont, Massachusetts and 


Connecticut. 


Represented Nationally 





by NBC Spot Sales 
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A General Electric Station 


in Schenectady 


The Capital District’s Only Full-time Television Station 


NEW YORK x CHICAGO x CLEVELAND * DETROIT *« SAN FRANCISCO 


LOS ANGELES x CHARLOTTE* « ATLANTA* * DALLAS* 
*BOMAR LOWRANCE and ASSOCIATES 
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Regional Soldier 

J. Walter Thompson, as predicted on this page twa 
months ago, is placing Soldier of Fortune for Seven-Up 
through its regional offices. The agency is currently 
thinking of also servicing the Sylvania and Shell accounts, 
thereby adopting a regional-agency concept within the 
framework of its national operations. This development, 
brought on by television, has several advantages, includ- 
ing working on the scene with stations directly, as J. 
Walter has done in the past with the Ford account, and 
as it now is doing with Seven-Up. 


Take a Giant Step 

Phenomenal growth of Guild Films is reported by 
that company, with contracts totalling $4,195,150 as the 
year ended, in comparison to a total of $1,739,145 for 
1953 and $57,000 for the first six months of 1952, The 
company now employs 56 people as compared to 10 in 
1952, has 10 offices and claims programs in every state 
in the union. 


Tenderieaf Campaign 

Tenderleaf Tea will be advertised in a 52-week cam- 
paign of 20-second and one-minute films in 40 markets. 
Drive will begin this month. Genevieve Schubert is the 
timebuyer for Compton Advertising, N. Y. 


Marlboro to be Pushed 

Philip Morris & Co., Ltd. is scheduling announcements 
and ID’s for Marlboro cigarettes in Florida and Texas 
and will add to the campaign in months to come. Helen 
Stanley is the timebuyer for Leo Burnett, Chicago. 


Silent Color, Secret Color 

One manufacturer, who’s been working on the Q.T., is 
reputed to have finished figuring out the kinks in a 21- 
inch color receiver with a price tag between $500 and 
$600. Those who’ve seen it say work is so advanced that 
the new model may well hit the market this fall. 


To Brief the Clients 

Benton & Bowles is currently conducting research on 
the impact of color commercials, for use in a report to 
clients. Particular attention is being paid to the experi- 
ence of advertisers on the regional level. 


Raising the Curtain 

Daystrom Furniture Co., Inc., Olean, N. Y., manufac- 
turers of chromed kitchen and dinette sets, is making 
its television debut on NBC’s Home via 50 stations, start- 
ing April 11. N. W. Ayer & Son, Inc. is the agency. 


West Coast Campaign 

The Nestle Co. is hitting the West Coast with a big 
all-media campaign. Tv spots, filmed jingles and product 
demonstrations are being used in San Diego, Los 
Angeles and San Francisco. More markets are possible 
within the next few months. While other media will be 
dropped later in year tv campaign will be continued. 
Vicki Gundell is the timebuyer for Bryan Houston, N. Y. 


Test New Detergent 

Procter & Gamble Co. is currently testing « new bar 
soap detergent, Zest, in a few markets and looking for 
other nighttime minutes and breaks. Agency is not 
divulging any plans but once spot schedule expands it 
is expected it will be retained on a year-round basis. 
Bern Kenner is the timebuyer for Benton & Bowles. 


TV to be Used Extensively 

A great user of tv, Hazel Bishop will use medium ex- 
tensively to introduce its two new products. Meanwhile, 
its sales are reported 35 per cent ahead of this date last 
year, and a Hazel Bishop bid for a non-competing com- 
pany is purportedly close to completion. 


New Liquid Make-up 

Hazel Bishop is surprising competition with a new 
product, Hazel Bishop Liquid Makeup. Although com- 
pany has reported new products in the works, no one 
expected entry to be in this $20-million (wholesale) field, 
now dominated by Revlon’s Touch and Glow and Con- 
solidated Cosmetics’ Lanolin Plus. 

Bishop is also entering the $70-million compact mar- 
ket shortly, to vie with Revlon, Pond’s and Max Factor. 


Building a City on Film 

Making the top-level rounds at NBC is a one-hour 
color film showing possibilities for the proposed NBC 
Color City, plans for which have been drawn up by the 
Rockefeller Corporation. (Telescope, January, 1955.) 
Proposed development would house all NBC’s huge color 
activities. Only very few of top executives have yet seen 
the film, but plans call for showing it to others in next 
few weeks. 
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Two new shows are on the rise on NBC-TV from 4:30-5:00 p.m. In a few months “The 
World of Mr. Sweeney” and “Modern Romances” have jumped upstairs in ratings, in 


homes reached and in increased value to advertisers. 


“THE WORLD OF MR. SWEENEY” is a warm, wonderful story of a 
country storekeeper, starring veteran actor Charles Ruggles in his most 


rewarding role. In the 4:30-4:45 p.m. time-slot since October, it sped 





past its long-entrenched competition in just one month. According to 
the December ARB Report, Mr. Sweeney is now 19 % ahead in rating. And the latest Nielsen 


Report* shows Mr. Sweeney reaching 1,882,000 homes with a share of audience of 34.6%! 


“MODERN ROMANCES?” (4:45-5:00 p.m.) is a new idea in Daydrama. 
Each week an action-packed story complete in five episodes. Each week 


a new story by a different author and played by a fresh cast. Martha 





Scott, Broadway and Hollywood star, is hostess and narrator. Nielsen’s 
1st December Report shows “Modern Romances” bursting into double figures in rating 
(10.0), and the program is now seen in 2,717,000 homes daily. Its Average Audience rating 


of 9.5 now tops its veteran competitor. 


If you’d like to give your sales a lift, “The World of Mr. Sweeney” or “Modern Romances” 
has what it takes. Such expert advertisers as The R. T. French Co., the Colgate-Palmolive 
Co., and Miles Laboratories, Inc. have already got their campaigns under way. A few 15 
minute participations are still available. And in view of those most recent ratings, fast 


action is suggested. 


Exciting things are happening on 





*December Report #1, A. C. Nielsen Company 
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SUPER POWER 


on the 


GULF COAST! 
\ New Tower! New Power! 


K 316,000 WATTS, erp. 
Plus. ee All the outstanding 


shows from 


NBC...CBS...ABC 


and top local programs. 
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LALA 


CLEAR COVERAGE OF THE 
GULFCOAST, SOUTHERN ALABAMA, 
NORTHERN FLORIDA, EASTERN MISSISSIPPI 


Wien TV 


MOBILE'S ONLY TELEVISION STATION 


PAPE TELEVISION COMPANY, INC. 
MOBILE, ALABAMA 
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COLOR RECEIVER TAX. A concen- 
trated campaign to eliminate, at least 
temporarily, the tax on color television 
receivers, is being set up by the Radio- 
Electronics-Television Manufacturers 
Association. Impressive support has 
been marshalled both inside and out- 
side of the group. 

Max F. Balcom, chairman of the 
Board of Directors of RETMA and 
acting chairman of the Tax Commit- 
tee, has announced the formation of 
a Tax Advisory Committee to get the 
fight against taxing both television and 
radio sets underway. 

Gerard M. Ungaro, vice president 
of the Magnavox Co., Fort Wayne, 
Ind., was named chairman of the Tax 
Advisory Committee by Mr. Balcom. 
He will also serve as vice chairman of 
the Tax Committee. 

RETMA President Glen McDaniel 
and Mr. Balcom will serve as ex officio 
members. 

Explaining the drive to ask Congress 
to amend the present tax on radio and 
television receivers Mr. McDaniel said, 
“We will ask Congress to rectify the 
injustice done our industry last year 
when the tax on household appliances 
was cut to 5 per cent while the tax 
on radio and tv sets was left un- 
changed. 

“We will also ask Congress to with- 
hold temporarily the tax on color tele- 





MAX BALCOM 
Fights color tax 


vision receivers in line with the gov- 
ernment’s traditional policy of allow- 
ing new products and industries time 
to grow before imposing a restrictive 
tax on them. Color television badly 
needs such a waiver at this time to 





GLEN MCDANIEL 
Sees waiver need 


enable it to get into mass production 
and to reach lower income consumers.” 

Supporting the campaign 
statement Frank M. 
president of the Radio Corporation of 
America. Mr. Folsom said, “Currently 


was a 


from Folsom, 


the tax on color television sets will 
produce only small revenue and, under 
the circumstances, | cannot help but 
feel that it is most unfair to penalize 
think the 


would do well not to try to harvest the 


consumers. I government 
field at least until the industry has 
completed sowing it.” 

With the total number of color tele- 
still under 11,000 
(See Set Count, page 95) it seems the 
RETMA campaign has much to re- 


vision receivers 


commend it. 


TALLER TOWERS. wiis-Tv Louis- 
ville, first station in the United States 
to telecast full power of 316 killowatts, 
may be the first to have a tower over 
the 2,000-foot mark. 

At a hearing before the Air Coordi- 
nating Committee in Washington on a 
sub-committee proposal to limit televi- 


muuvruron Moawsfront 


sion antennas to 1,000 feet, Victor A. 
Sholis, vice president and director of 
the station, announced that an appli- 
cation for a 2,005-foot tower was ex- 
pected to be filed shortly with the FCC. 
If the petition is approved and the 
tower is erected it will be the tallest 
man-made structure, topping by more 
than 400 feet the 1,572-foot Kwtv 
tower in Oklahoma City (“The Sky’s 
the Limit”, TELEVIsIon AGE, December, 
1954). 

Testimony of Mr. Sholis and of his 
Lowell R. 


Wright, had considerable influence on 


aeronautical consultant, 
tke board’s decision to reject the Air- 
space Committee recommendation that 
television towers be limited to 1,000 
feet in height. After the wHAs-TV testi- 
mony and that of other witnesses for 
and aviation 


other television groups 


industries, the committee decided on a 





VICTOR A. SHOLIS 
People like television 


joint industry-government study of 
possible hazards involved in towers 
taller than 1,000 feet. A report is ex- 
pected within 90 days. 
Mr. Wright, in his 


pointed out that of the 13 accidents 


testimony, 


involving airplanes and radio and 
television towers reported since 1950 
al' except one were at levels below 
500 feet and all except two below 400 
feet. In spite of this record the Air 


Space Committee, subcommittee of the 
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ACC, had reported there was no prob- 
lem with towers below 1,000 feet in 
height. 

“The record proves that there is a 
problem wholly within the aviation in- 
dustry which must be settled by them 
alone—and not at the expense of the 
American television audience,” Mr. 
Wright concluded. 

Mr. Sholis pointed out that WHAS-TV 
(and its sister radio station WHAS) has 
consistently been a leader in serving 
its listeners with the best signal possi- 
ble and that their plans for a higher 
tv antenna were intended to continue 
this service. 

The site selected for the tower is 17 
miles from the city of Louisville in an 
area not crossed by regular airlanes. 
It was selected after it became appar- 
ent that other, more convenient sites, 
might be considered a problem to 
aviation. WHAS-TV is now serving 
1,380,000 people, Mr. Sholis pointed 
out. “By means of the 2,005-foot 
tower, WHAS-TV will provide such serv- 
ice to an additional 800,000 people, 
all in rural and smalltown areas,” he 
continued. 

“The 
seems to be the forgotten man,” he 
concluded. “The American people like 


American television viewer 


television, want it and are entitled to 
the best possible service that technical 
progress and economics permit.” 


THREAT TO NCAA. Players were 
marching off the football field. At 
least, it seemed that way at the yearly 
confab of the National Collegiate 
Athletic Assn. in New York last 
month. The reason for rebellion: tele- 
vision, which “dominated the confer- 
ence.” 

Last season’s controls had put ABC- 
TV through a tough, get-a-sponsor 
hassle, cost leading teams a loss of tv 
revenue plus alumni support and an- 
noyed many fans across the nation. 
The pinch was so tight, according to 
H.O. (Fritz) Crisler, athletic director 
at the University of Michigan, that 
nine of the Big Ten legislatures intro- 
duced bills cutting college funds un- 
less their teams went on tv. “If any 
plan like last year’s were adopted,” 
Crisler warned, the Big Ten “would be 
forced to reject it . . . abstain from 
participating . . . be forced, by legisla- 
tive pressures, to televise within the 
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H. 0. (FRITZ) CRISLER 
Forced to reject 


conference . . . and take the conse- 
quences.” 

Their refusal to play ball obviously 
would mean a wide-open tv policy 
(which several colleges, including 
Notre Dame, openly advocated) and 
the possible cancelling of football as 
a sport at smaller schools. But, more 
convincingly, it also threatened to end 
the 49-year-old NCAA as a national 
power, which would be compelled to 
ban the midwest group from its do- 
main. All this because tv fans wanted 
to see their favorite teams on tv more 
than once a year. 

Delegates became alarmed, sought 
to make an earlier straw vote public. 
“We should decide some of the basic 
things on the floor,’ Notre Dame’s 
vice president, The Rev. Edmund P. 
Joyce, urged.. The conference finally 
settled on a standing “expression of 
opinion.” 

The final word for 1955 is yet to 
come, after a new NCAA tv committee, 
slated to start work in March, comes 
up with its proposal. Meanwhile, the 
delegates showed they are still in favor 
of 1) television controls and 2) con- 
level. But their 
stand also promised compromises to- 


trols on a_ national 


ward meeting the Big Ten ultimatum: 
a possible three tv appearances by a 
single team. 


THE BRITISH EXPERIMENT. “Com- 
mercial television in Britain is definite- 
ly on trial and will stand or fall on 
the quality of its performance.” 
This opinion was expressed by E. 
R. Vadeboncoeur, president. WsYR-TV 


Syracuse, before the NARTB board 
meeting in Hollywood, Florida, in his 
report on a month-long study in Eng- 
land. 

In talking to interested persons, both 
in and out of television, Mr. Vadebon- 
coeur found the fate of commercial 
television in Britain still hangs in the 
balance. Its performance, when com- 
mercial telecasts begin there next fall, 
may well determine whether the Inde- 
Authority 
mercial experiment will continue “or 


pendent Television com- 
end quite abruptly.” 

The British idea has been based on 
a plan which they hope will eventually 
parallel their free press. To an Ameri- 
can the British plan seems to offer 
those who take part in it an unusual 
opportunity. 

Commercial television will open 
with three transmitters, each serving 
a population of not less than 10 mil- 
lion people. The three will be located 
in the London Midlands 
area at Birmingham and the north 
area at Manchester. 

The three combined 


area, the 


stations will 





E. R. VADEBONCOEUR 
An unusual opportunity 


serve some 38 million people. While 
the BBC has not built the vast set sat- 
uration that is familiar in America the 
total sets covered is 4 million. The new 
development is expected to stimulate 
heavy set sales throughout the area. 
The plan will amount to a virtual 
monopoly for perhaps five years, since 
the ITA, once the plan is established 
in those areas, will probably be busy 


_ setting up stations for other areas, 


(Continued on page 92) 
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MUNCIE 
LEADS 


Muncie is recognized 





by marketing experts 
as Middletown, U.S.A. 
WLBC.-TV is the ideal 
test station in the 
ideal test market. 





In a thirty-five city special A.R.B. 
report Muncie, Indiana led all 

cities surveyed in the number of hours 
viewed per week per family. 











Muncie led the list with 3114 hours 
of viewing per week ahead of such 
markets as Atlanta, Baltimore, 
Dayton, Denver, Buffalo, Louisville, 
Indianapolis and others. 


WLBC-IV LEADS 


in Muncie ... according to the A.R.B. November report. 


WLBC-TV 


channel 49 


Muncie, Indiana 














WJ-TV’s tallest tower- 





MAXIMUM power mean 
EXTRA coverage... 
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Kraft saga 


The real story 


Television Age 


FEBRUARY, 1955 


of the cheese firm is more fabulous than any 


of its television theatre plots 


true-life, business tale that would challenge 

Aesop’s inventiveness is the fabulous story 
of the Kraft Foods Co., Chicago: James Lewis 
Kraft founded the company in 1903 with a total 
capital of only $65. He peddled cheese from store 
to store with a horse and wagon. (The horse, 
Paddy, was rented. ) 

Today, a short half century later, Kraft has 
become one of the best-known food names in the 
world. The company makes more than 200 con- 
sumer products in plants and properties in 43 
states (plus eight Canadian provinces and three 
foreign countries), employs a total of 15,000 
people and counts its annual business by the hun- 
dreds of millions of dollars. 

Always mindful of advertising—its founder 
distributed handbills—Kraft Foods ranks. today 
as one of the largest advertisers in America. This 
year, for television, alone, it will spend close to 


$8 million. 

The reason for this heavy investment is simple, 
as expressed by John H. Platt, vice president in 
charge of advertising (see cover). “Television is 
the most potent advertising medium we have ever 
used,” he said recently. “It produces the quickest 
public response to our commercials.” 

Unlike most pioneer tv advertisers, Kraft has 
put its blue chips primarily on one type of pro- 
gram—a live, hour-long play that stresses per- 
formances rather than performers. The system 
has worked well, for Kraft Television Theatre 
has been among top-rated programs ever since it 
opened on NBC-TV (where it still is) in 1947. 
Now, the company intends to parlay its seven- 
year bet still farther: just last month, while Kraft 
realigned some of its airtime, it renewed. its Tele- 
vision Theatre for another 52 weeks. 


Noting that his company, a wholly owned sub- 


39 














the classical Romeo and Juliet. . . 


or a story of an artist 


sidiary of National Dairy Products 
Corp., has mushroomed particularly 
during the past ten years, Mr. Platt ex- 
plains, “We would have grown without 
television. But perhaps not so effectively 
and not so fast.” 

Supporting that statement is Kraft’s 
No. 1 boss, Grellet (“Grel”) Pound. 
63, president since 1951 and Kraft’s 
representative on the National Dairy 
Products board. An imposing, dignified 
and aggressive leader, Pound, like the 
firm’s founder, peddled cheese with a 
horse and wagon in his youth. He leapt 
from the cheese wagon to the Kraft 
bandwagon in 1912. 

Silver-topped and _ silver-tongued, 
Pound is chiefly responsible for bring- 
ing into national prominence such 
kitchen-common names as Miracle 
Whip salad dressing and Kraft Mayon- 
naise. But shrewdly giving unto Caesar 
that which is Caesar’s, Pound leaves 
most advertising matters to Platt. 

The latter, Kraft’s “Mr. Advertising” 
since 1924, has earned a reputation as 
one of the frankest — and sharpest — 
admen in the country. On the subject of 
program versus product, for instance, 
he says, “No one is foolish enough to 
believe that people, out of sheer grati- 
tude for an hour’s good entertainment, 
are going to stampede into grocery 
stores and clean the shelves of Kraft 
products. Over a period of time, how- 
ever, I believe people will associate a 
good program like ours with a good 
company that makes good products.” 

The vice president believes that an 
hour-long drama is the best means of 
holding a family audience—and he 
means the full family, children, wives 
and husbands. (“The man’s importance 
in the shopping habits of the nation has 
increased tremendously in_ recent 
years.” ) Yet the purpose is to hold them 
through three commercials, and Mr. 
Platt is flatly candid about it. “We aim 
to sell. Our target is the family.” 

Besides its Television Theatre, Kraft 
this year is backing Space Cadet, a 
Saturday morning half hour on NBC- 
TV, to promote its confection line (car- 
zmels, marshmallows and the lik>) with 
children. It has dropped a second edi- 
tion of the Kraft Theatre, formerly a 
weekly hour on ABC-TV, in favor of 
five 5-minute newscasts each day via the 
Mutual Broadcasting System. 

The move was a step toward efficien- 
cy, not disavowal of a medium, how- 














































































ever. Company spokesmen explained at 
the time the cancellation was prompt- 
ed “by the delay in our plans to add 
several new items to the Kraft line. 
As a result, we find ourselves with 


more television time than we can use 
effectively.” Agencies for the Kraft 
shows are J. Walter Thompson and 
Needham, Louis and Brorby, both of 
Chicago. 

But regardless of the program, Kraft 
advertising principles are constant: 

First, commercials must perform a 
service, and at least one woman viewer 
has identified Kraft Television Theatre 
as “the program that shows you how to 
use cheese.” The core of the KTT com- 


° 


mercial is a dramatized recipe. It’s low 
pressure, short, simple—and effective. 

“There are no endorsements,” Platt 
points out. “Nine out of 10 doctors do 
not insist that Philadelphia Cream 
Cheese is definitely milder. Nobody is 
roped off on the street and pressed for 
an unbiased, totally unrehearsed state- 
ment. There is no attempt to be cute. 
And we're going to keep it that way.” 

Further, advertising must tell an 
honest story about an honest product. 
Says vice president Platt, “exaggerated 
and blatant claims, half truths and 
noisy commercials have the effect of 
discrediting all advertising.” 

Third, inform. 
“Some tv production men and account 
executives speak of ‘the public’ as if it 


commercials must 


were some slightly moronic group set 
apart from day-to-day living. It’s high 
time we quit underrating the public’s 
intelligence and good taste,” says the 
Kraft advertising head. 

And good taste is a major need for 
family advertising, he feels. “I wonder 
if some of these advertisers and their 
top-flight tv producers ever stay at home 
to watch television. If they did,” Platt 
avers, “I think there wold be a lot less 
crudity, a lot less competition to book 
big names or the so-called comedians 
who have to drop their pants or tell 
smutty jokes to get their laughs.” 


Television Nestegg 


The fourth point is to choose a medi- 
um that “really reaches into people’s 
everyday lives,” the ad manager says. 
Television, of course, fits into the Kraft 
requirement like eggs into a nest. 

The final point is that advertising 
must be continuous, and Kraft has more 
than established this policy with its 





Television Theatre. Now in its eighth 
year, KTT produced 104. plays last 
year, cmployed an estimated 1,500 
actors and, winter and summer through 
its history, has delivered a straight run 
of 450 programs. 

To keep “all eyes on the product,” as 
Mr. Platt puts it, has come to mean eli- 
mination of any—and all—extraneous 
factors. KTT commercials, for example, 
make thorough use of demonstration, 
but show only the demonstrator’s 
hands, never a face or figure. “Who 
would pay attention to a clam dip 
demonstration if Marilyn Monroe was 
doing the demonstrating?” Platt 


wonders. 
Political Candidates? 


Similarly, Kraft has eliminated “the 
mugging announcer” from its commer- 
cials. The audience hears a voice, but 
formed. Mr. 


Platt’s feelings about the average tv 


seldom sees the words 
announcer: “I didn’t major in psychol- 
ogy, but I fail to see what these pretty 
boys contribute . . . You’d think some 


of these birds were running for office.” 











comes more valuable every week, he 
adds, “We are spending millions of tv 
advertising dollars to improve our own 
property, not some other landlord’s.” 

That Platt’s television principles pay 
off is an old story at his company. The 
first proof, perhaps, came in 1947 over 
then-wnBT New York. The product 
was MacLaren’s Imperial cheese, a 
cheddar, which had been discontinued 
during the war. Virtually a collector’s 
item, it cost $1 a pound. The resurrect- 
ed cheese was advertised only on tv, ac- 
cessible to about 30,000 set owners in 
the New York metropolitan area. 

But MacLaren’s Imperial suddenly 
burst into demand and, surprisingly, or- 
ders developed in distant parts of the 
country, markets that had no apparent 
way of knowing the cheese was back on 
Platt 
couldn’t get enough sharp cheese to fill 


sale. “Actually,” recalls, “we 
the orders.” 

Since then, Kraft has used tv fre- 
quently to introduce and promote new 
Handy Snack 


(cheese links) which came in several 


products. One was 


flavors, including garlic. “We put the 


product on Kraft Theatre and received 


Commercials are simple, like this step demonstration of roquefort salad dress 


Right from the start, KTT plays, like 
the commercials, have had a “no star” 
policy. “We believe, as did Shakespeare, 
that the play’s the thing,” says Platt. All 
other things being equal, Kraft prefers 
the actress without a big name, although 
Platt admits he'd Marilyn 


Monroe (“at our price”) if she were 


approve 


indisputably the best girl for the part. 

Kraft Television Theatre is consider- 
ably more than a showcase for cheeses, 
confections, salad dressings or milk 
products, however. Like Kraft Music 
Hall (which ran on radio for 15 years), 
KTT is designed to develop its own 
franchise. “With / Love Lucy and simi- 
lar programs,” Platt notes, “you are 
building a property for Lucille Ball or 
her counterpart . . . The sponsor has a 
minimum equity in such shows.” Ex- 
plaining that the Kraft tv franchise be- 


an unprecedented demand for garlic 
links,” the vice president explains. And 
on the basis of that response, Kraft 
further learned it has a “promising 


large volume potential” for link- 
packaging. 


Kraft has also measured its tv pull via 
recipe requests. A Philadelphia Cream 
Cheese cake frosting recipe drew 79,099 
Istter requests in the next day’s mail 
and an incredible 1 million over a five- 
week period. 

Recipe commercials even result in 
runs on the other ingredients. The result 
of the message for cream cheese clan 
dip, for example, was that “stores 
everywhere sold out their small stock 
of canned clams, and there was a big 
run on the Worcestershire sauce és 
well.” Incidentally, Kraft, its advertis- 
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Color in 


the living 


room 


olor receiver production figures 
for 1955 are anybody’s guess. 
But everybody, it seems, is guessing. 

A few months ago Frank Folsom, 
who as president of RCA should be 
in a position to know, estimated that 
total production would run around 
350,000 sets. 

At the Chicago Furniture Mart 
showings in January another RCA 
executive, vice president Robert A. 
Seidel, predicted the industry’s color 
set production for 1955 would run 
about 200,000 sets. Seymour Mintz, 
president of CBS-Columbia, thinks 
that 300,000 color receivers will be 
sold during the year. Ross Siragusa, 
president of Admiral, is estimating 


Factually the color interest among 
advertisers, agencies, stations and the 
all-important public is growing— 
though gradually. 

A persuasive inducement to buy is 
seen in the improved quality and 
lower prices of sets being manufac- 
tured now, over those made a year or 
even six months ago. Then a small- 
screen set was on the market at 
$1,500. Today a number of quality 
19 and 21-inch receivers are on deal- 
ers’ floors at prices varying from $800 
to $1,200. 

For example, the new RCA 21-inch 
model is easier to operate, propor- 
tionately smaller in cabinet size and 
lower in price than the small-screen 


Big-screen sets will be ready at lower prices to meet public demand 
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production at somewhere between 
100,000 and 200,000. Other estimates 
run higher and lower. 

Interest of set manufacturers in 
color receivers seems nearing the end 
of its pendulum swing. A year ago it 
was at its peak. Overenthusiasm for 
color made it the principal topic of 
interest and optimistic prediction. 
Now it seems to have reached the op- 
posite pole.in pessimism. The time is 
ripe, it seems, for the return swing to 
begin. 
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models made by the same manufactur- 
er last fall. Picture quality of this new 
set is as good as any yet developed, 
according to most observers. 

There is not the surge for color re- 
ceivers at present prices on the part 
of the public that was anticipated by 
some a year ago, but 12,000 sets are 
now turned on regularly to watch 
color programs on about 150 stations. 
And ‘these: sets. are distributed fairly 
evenly in all parts of the United 
States. 











Each time one of these sets is tuned 
to color a crowd gathers to watch. 
It’s like the early days of black and 
white. Sylvester L. Weaver Jr., NBC 
president, sees “television parties” on 
a neighborhood basis coming into 
vogue again this year. And as more 
and more people see color more are 
going to want a set of their own. 

RCA stands out among set makers 
as the most active advocate of color. 
With its big investment in the medium 
it is not surprising that general policy 
has remained optimistic in the face of 
the pessimism of some of its rivals. Its 
21-inch round tube is in actual quan- 
tity production and has just been re- 
duced 43 per cent in price to manu- 
facturers, from $175 to $100. 

This bold move was not surprising. 
A few days before it was announced 
President Folsom had said: “We're 
not exactly cowards, you know. We're 
going right ahead. We took black and 
white off the ground when no one else 
would. I believe that others in this 
industry want profits badly enough 
that they’re not going to stand around 
while we sell color sets.” 

In announcing the reduction in tube 
price executive vice president W. 
Walter Watts reported the reduction 
was made possible by manufacturing 
techniques which permitted economies 
in production. 


“Best - - most economical” 


“The picture tube is the heart of 
color television,” he continued. “RCA 
is confident that its present type 21- 
inch color tube is the best and most 
economical answer to the problem of 
moving color ‘off the ground’ and in- 
to the market. 

“Current demand for these sets ex- 
ceeds the supply,” he said. “RCA will 
continue to carry out its previously 
announced plans for manufacturing 
color tubes and color receivers for the 
home, as well as for broadcasting 
color programs. It is RCA’s hope that 
this substantial price reduction on 
color picture tubes will encourage 
competing manufacturers in the in- 
dustry to go into production promptly 
in the field of color television.” 

Discussing the 22-inch rectangular 
tube, for which some manufacturers 
have expressed a preference, the RCA 
executive observed that their engi- 
neers have made a careful analysis of 


the characteristics of both tubes under 
identical conditions and could find 
no advantages in the rectangular 
tube. 

“It does not produce better color 
and it does not provide a larger pic- 
ture than the RCA 2l-round color 
tube,” he declared. Further the 22- 
inch rectangular color tube is more 
costly to manufacture and it may 
never be as economical to produce as 


the RCA 21-inch round color tube.” 
Sees Increasing Demand 


Mr. Folsom, in his summary of 
RCA plans, keynoted the optimistic 
attitude of the company when he ob- 
served, “Development of color tele- 
vision into its commercial phase in 
1955 will move ahead. Advances in 
color tv demonstrated by RCA in 1954 
and incorporated in production models 
of RCA Victor’s 21-inch color sets will 
contribute importantly to the transi- 
tion over the next few years to a 
nation-wide color television service, 
with a steadily increasing demand for 
color sets.” 

CBS-Columbia, also with a large 
stake in the success of color television, 
has been guardedly optimistic on the 
subject during recent weeks. Seymour 
Mintz, president, saw the advances 
made in color television as the “out- 
standing news” to be expected in the 
television industry in 1955. 

“Looking back on 1954,” he said, 
“we see that there were less than five 
months for the public to have an op- 
portunity to see color programming on 
big-screen color receivers. Yet, even in 
that short space of time, color became 
established on the American entertain- 
ment scene. In less than five months, 
in 1954, color television shook off its 
swaddling clothes and emerged to 
adulthood.” 

But at least one executive of the par- 
ent company was somewhat less en- 
thusiastic. CBS Inc. vice president 
Richard Salant has admitted that he 
doesn’t understand why more color 
sets have not been purchased by the 
luxury trade. He refuses to talk about 
the 22-inch rectangular tube developed 
by CBS-Hytron on the ground that any 
comment would only add to the con- 
fusion in the minds of the public. 

Meanwhile CBS-Columbia is con- 
tinuing to produce its 19-inch set in a 
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FRANK FOLSOM 
“Will move aheal” 





SEYMOUR MINTZ 
“Outstanding news” 





ALLEN DU MONT 
“Reduced price” 





FRED OGILBY 
“Simple and complex” 
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olor development, like Caesar’s 
Gaul, has been divided into three 
parts: transmission of color pro- 
grams by networks (already an ac- 
complished fact), equipping individ- 
ual stations for network relay, local 
film and live color (now in progress) 
and widespread distribution of color 
sets (just beginning). 

Right now, of course, multichrome’s 
progress, like that of Caesar’s armies, 
hinges on equipment, and, thanks to 
manufacturers, the hinge is strong. 

Leading makers of station equip- 
ment have not only anticipated color 
requirements and drawn up produc- 
tion plans, but they have also met 
their schedules and are turning out 
their plans as products. This, togeth- 
er with reasonably prompt delivery 


and competitive pricing, has rendered 
the market stable. 

Polled about their color predictions 
in a special TELEVISION AGE progress 
study, major equipment makers were 
optimistic about the future. While 
around 150 television stations are now 
equipped to relay network color, the 
major investment in color equipment 
comes when a station prepares for 
production of local programming. 

Opinion varies among these men, 
whose jobs as sales managers depend 
strongly on their ability to predict 
their future markets. But it inclines 
toward the view that the big rush for 
local equipment is just begining. It’s 
not going to be gradual,” says one 
executive. “It’s going to go swoosh.” 

Meanwhile, these manufacturers are 
advising stations on how to “tool up” 
for color. And station managers are 
finding that, even within the list of 
a single company, they have a wide 
choice of what to install, ranging 
from the barest essentials to “the 
works.” Sales are progressing pretty 
much on schedule, but, manufacturers 
agree, the big rush is yet to come. 

Until then, says W. B. Varnum, 
RCA’s manager of broadcast equip- 
ment sales, “It’s a chicken and egg 
story—the same as in 1946.” Some 
stations are “hesitant,” he notes, to 
install color equipment until there 



























































ste 











are more color sets, “but on the other 
hand, the stations must go ahead 
first.” Sales are “moving along,” the 
RCA sales manager explains, and all 
stations are at least “talking color” 
now. 

RCA has shipped about 35 cameras 
for live color since putting them on the 
market last March. And, since color 
film cameras went on sale in October, 
orders for approximately 20 have been 
filled. RCA is producing the film cam- 
eras now at a rate of 10 per month. 

Paul Chamberlain, General Elec- 
tric’s manager of sales for commer- 
cial and government equipment, re- 
veals “sales have been progressing as 
planned,” and this company’s major 
effort will be exerted “prior to the 
availability” of home receivers that 


are priced at less than $500. 

General Electric feels the major tv 
bottleneck at the present time is the 
development of an adequately sized 
tube—“probably 21 inch”—for a 
home set to be sold at a price below 
$500. “In other words,” the statement 
explains, “we concur with most of the 
other set manufacturers.” 

But, on the basis of reports from 
the industry at large, G.E. believes 
that half the television homes in 
America will be equipped with color 
in 1960 or 1961. 


Expects 100 New Stations 
Dr. W. R. G. Baker, G.E. vice presi- 


dent and general manager of the elec- 
tronics division, predicted recently 
that the sale of color sets in 1955—an 
estimated 200,000—would bring the 
years dollar volume up to the near- 
record 1954. He also expects 100 new 
tv stations to go on the air before the 
end of the year. And half the total 
operating outlets, he suggested, will 
be able to handle network color. 
Word from F. D. Meadows, general 
sales manager for Dage Television 
Division of Thompson Products, says 
his company will “soon” be produc- 
ing a new color system which, because 
of its low price schedule, will allow 
many additional stations to originate 
their 


own local multichrome pro- 


grams—in the flesh. 

Meanwhile, the sales picture, he re- 
ports, is “modest.” Dage has some 
back orders and “considerable inter- 
est” from station owners. However, 
Mr. Meadows notes that “it appears 
most of the medium sized stations are 
putting off the purchase of color 
equipment as long as possible.” 

Like General Electric, Dage has a 
conservative view about color set 
sales, does not expect 50 per cent 
saturation for five years. 

H. Charles Riker, vice president of 
Telechrome, Inc., Amityville, L. I., 
feels, “There’s nothing startling” 
about the current dip in color enthu- 
siasm. Since Telechrome has been 
manufacturing color apparatus for 
five years, Mr. Riker notes that “we 


stations need for film or live originations 


have come through several periods 
like this. . . . If history repeats itself,” 
Mr. Riker explains, “this current de- 
pression of the color market will last 
just about four months.” 

Philco’s energy at the moment is 
being spent mainly on film equipment, 
perhaps an indication that this manu- 
facturer, at least, feels the battle to 
equip stations for network color is 
well on its way. Philco makes color 
conversion equipment, color slide and 
equipment, 
STL and remote pickup relay equip- 


film origination color 
meént. And, according to Marvin L. 
Gaskili, manager of advertising and 
sales promotion, the corpceration is 
“busy” filling orders for film ap- 
paratus, for both foreign and do- 
mestic markets. “We have sold our 
first production run of 35mm Cine- 
Scanner equipment, and we expect 
an increasing demand in 1955 for 
both 16mm and 35mm equipments.” 

Equipment sales for General Pre- 
cision Laboratory are, says E. A. 
Hungerford, manager of the tele- 
vision department, “encouraging.” 
Although equipment, itself, is “still 
slow” in delivery, Mr. Hungerford 
feels stations “are going into color as 
quickly as they can.” 

General Precision has not, as yet, 
delivered its first 3-Vidicon Film 
chain, but it has its products already 






























installed in several stations, including 
WLW-T Cincinnati and KGUL-Tv Gal- 


veston. 

Nevertheless, “color has a lot of 
catching up to do,” according to Dr. 
Allen B. Du Mont, president of the 
laboratories that bear his name. Point- 
ing out the number of “false starts” 
that color has gone through, Dr. Du 
Mont feels the 22-inch 


color tube “will probably become the 


rectangular 


standard size,” and he expects his 
company to be producing them “in 
limited quantity” this spring. 


Helping Color Grow 


Set circulation must be preceded, 
of course, by the sale of vast amounts 
of transmitting equipment. Manufac- 
turers, mindful of their responsibili- 
ties, are doing all they can to help 
color grow. 

For example, just about all trans- 
mitters now being shipped are 
equipped with modulators and a few 
other components (such as resistors) 
that will permit transmission of color 
signals. These extra parts are being 
supplied with the transmitter at no 
extra cost. Furthermore, just about 
all manufacturers are also installing 
these extras on transmitters that were 
shipped earlier—again at no cost to 
the telecaster. 


(Continued on page 59) 
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Color for sales 


Producers, who gambled 


with early experiments, ready 


bé esterday’s longshot has become 


today’s favorite.” 

That is the way one leading produc- 
er of film commercials describes the 
present situation in color. The shift in 
popularity of color didn’t just happen. 
made—the hard way—by 
producers who in the last few years, 


It was 


sometimes at their own and sometimes 
at their client’s expense, gambled on 
filming color commercials. 

Because of this spectrum-specula- 
tion the industry in general now knows 
enough about shooting in color, the 
types of color film stock and elec- 
tronic transmission so that producers 
today have a better-than-even chance 
to make effective color film commer- 
cials. 

No one claims that sure-thing an- 
swers have been found. Definitely the 
gamble is still there. Much still re- 
mains to be learned about lighting, 
staging, makeup, costuming, opticals, 
product and package 
print reduction from 35mm to 16mm 


presentation, 


and transferring from color negative 
to a b&w print. But color film develop- 
ment is now at the stage where produc- 
ers are confident. 

A nationwide check by TELEVISION 
AGE shows that commercial producers 
are ready to give the film advertiser 
his money’s worth in color. 

David I. Pincus, who speaks both 
for the company he heads, Caravel 
Films, Inc., and as president of the 


now with chroma commercials 


Film Producers Assn. of New York, 
puts it this way: “We think we know 
as much about making color films as 
we can know. Right now we’re as ready 
as we can be. We're waiting for the de- 
mand to catch up to us.” 

Other voices in other studios echo 
Mr. Pincus. 

Fred A. Niles, vice president of 
Kling Film Chicago, 
states: “Kling has already turned out 


Productions, 


better than 50 commercials in color. 
It’s no longer a question with us of 
when color will be here. It is here. The 
only question is how much of the tele- 
vision film business will end up in 
color. Kling is betting that the per- 
centage will be large.” 


Will Effect Packaging 
York, has 


produced a color commercial for Gen- 
eral Mills’ Betty Crocker Angel Food 


Mix and eight multichrome spots for 


Transfilm Inc., New 


Goebel Brewing Co. Some dozen color 
films are currently in production. Rob- 
ert Klaeger, Transfilm production vice 
president, feels that color tv will have 
as great an effect on packaging and 
merchandising as the inception of 
multi-color printing. American indus- 
try and the public, Mr. Klaeger be- 
lives, are about to enter an era of 
unprecedented color consciousness. 
“There is 
minds,” says color optimist William 


R. Witherell Jr., director of Video 


no question in our 


Transfilm needlepoints Betty Crocker animation 
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Films, Detroit. “Color commercials 
will do a vastly better selling job than 
black and white.” 

“We advise all clients to shoot in 
color,” comments F. W. Zens, Riviera 
Productions, Redondo Beach, Cal. 
Michael Brown, executive production 
manager of Reela Films, Inc., Miami, 
Fla., says all of his company’s present 
production efforts are geared toward 
color. 


B&W Now Shot in Color 
. . the ad- 


vantages seem to outweigh by far the 


“We recommend color . . 


disadvantages,” is the word from Gor- 
don S. Mitchell, All-Scope Pictures, 
Inc., Hollywood. Byron, Inc., Wash- 
ington, D. C., reports practically all 
commercials for tv are being done in 
color even though the distribution will 
be in b&w. O. W. Hungerford, general 
manager of Southwest Film Produc- 
tions, Inc., Houston, advises that his 
company, basically producers of in- 
dustrial films, has been making color 
commercials since March 1954. South- 
west policy is to shoot the original in 
color regardless of whether the end 
product is to be a b&w or color print. 

Norman C. Lindquist, vice president 
and director of tv, Atlas Film Corp., 
Chicago, reveals that about 80 per 
cent of Atlas commercial production is 
done in color. 

Some producers who are color-posi- 
tive in their thinking are color-negative 








in their doing because clients or 
agencies don’t like the extra cost. 

But Martin Ransohoff, 
vice president of Filmways, Inc., New 
York, opposes this view. “Clients have 
been conditioned to think of color as 


executive 


costing a great deal. Actually color 
films should only cost 12 to 15 per cent 
more than b&w. For this small addi- 
tional cost a client, especially one who 
is selling staples, will not only be get- 
ting a commercial he can use now on 
b&w but he will be building up a back- 
log of color spots. When the market 
gets big enough for his color spot, he 
will be ready and his saving then will 
more than make up for the extra cost 
now.” 


Intermediate Steps Same 


Mr. Witherell, Video Films, con- 
cedes color shooting and the cost of 
prints are more expensive but, he re- 
minds, all the intermediate steps— 
work printing, editing, recording etc. 
—are exactly the same as far as cost is 
concerned. He points out that the dif- 
ferential in the cost of color vs. b&w 
may be less in tv than in space adver- 
tising. 

“From my experience, I find that the 
added expense of color photography is 
negligible compared to the results,” 
offers Jerry Courneya, Jerry Courneya 
Productions: and United Producers- 
Distributors, Hollywood. Martin 


Henry, vice president of Video Pic- 


ordaens ric es a cotior rain 2y Academy ic ures 
Bord 1 lor train by Academy Pict 





tures, Inc., counters the high-cost ar- 
gument with, “We are willing to make 
color tv commercials on a small profit 
margin as we realize it is still experi- 
mental and we do see a great future 
for it.” 


Longer Life Expectancy 


H. C. Lewis, Lewis and, Martin 
Films, adds: “Our own costs in pro- 
ducing animations in color are so 
little more that the effect makes it 
worth absorbing. Furthermore it gives 
us (and the client) excellent samples 
and it gives the spots a longer life ex- 
pectancy.” This studio is producing all 
animation in color. 

Kent Lane, Kent Lane Films, Inc., 
Louisville, says: “Our production cost 
is the same in color as it is in b&w, 
except for the printing. Our experi- 
ments show that time, the largest cost 
item, is the same in both.” 

Hartley 
York, has found a way for sponsors to 


Productions, Inc., New 


have their color cake and eat it too. 
They started over a year ago to pro- 
duce a series of 1244 minute product 
demonstration films in color. These 
elongated commercials have been tele- 
cast in b&w by such firms as Monsanto 
Chemical Co., Florists’ Telegraph De- 
livery Association, Sears, Roebuck and 
Co., Simplicity Pattern and others. 
The color prints are also being used by 
the sponsors for point of sale promo- 
training, trade shows, 


tions, sales 








Marguerite Cigar is hailed by a Culhane quartette 


school and women’s clubs. And _ the 
films are available for color tv when- 
ever any of the clients want them. 
Edward J. 
Pathescope Productions, New York, 


Lamm, president of 
sums up the opinions of many pro- 
color producers who are ready to 
produce color when the client asks for 
it. “At this time, comparatively few 
clients are asking for color films, Mr. 
Lamm explains. “There is a tendency, 
however, for some clients to sit down 
with us and say, let’s get ready for it 
and do some experimenting.” 


Ready for More Orders 


Screen Gems, Inc., New York, which 
has produced some 30 color commer- 
cials in the past season, is ready for 
more production at the client’s request. 
Others following a similar policy in- 
clude: Robert Lawrence Productions, 
Inc., Fletcher Smith Studios, Lalley 
and Love, Film Creations, Inc., Stanley 
Neal Productions, Inc., Clayton 
W. Cousens Productions, Television 
Screen Productions, Inc., Animated 
Productions, Inc., and color making 
pioneer (TELEVISION AGE, April 1954) 
Peter Elgar Productions, Inc., all of 
New York; and TV Spots Inc., Los 
Angeles; American Film Co., Philadel- 
phia, and Warren R. Smith Inc., Pitts- 
burgh. 

Answering the question, “How long 
will producers have to wait before 
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Getting 

network sponsors 
to buy 
supplementary 
affiliates 

poses a 
three-edged 
problem 


48 February 1955, 


ew attention is beginning to be 

directed toward an old problem 
in television: how to get more network 
advertisers to buy time on small af- 
filiates. And the problem is pressing 
from all three angles of the triangle— 
the stations, their networks and even 
the advertisers, themselves. 

Although it isn’t evident at first 
glance, the question is most pointed 
for advertisers who, having learned 
television’s effect, are now probing to 
know its efficiency. This has led to 
several discoveries: Network sponsors, 
initially awed by high cests, now 
know it does not pay to limit tele- 
vision. In fact, many major pioneers 
have found the medium can build 
grosses to the point where larger net- 
works are not only economically 
feasible, but an economic necessity. 
(Prime examples occur in strongly 
competitive fields, such as automobile 
manufacture, where corporations al- 
most ratio their percentage-of-market 
claims to their tv expenditures.) In 
extending their coverage, advertisers 
must also extend their knowledge of 
emaller markets. 


Strong Impact in Small Areas 


Second, the impact value of tele- 
vision seems to be proving strongest in 
smaller areas where other entertain- 
ment-information media simply cannot 
compete. A special ARB study recently 
made of 35 markets, for example, 
showed the smallest market (Muncie, 
Ind.) topped the list: The people of 
Muncie give more time—and attention 
—to video than audiences in, say, Chi- 
cago or Cleveland. This is a serious 
challenge to considering a “good buy” 
only in terms of cost. 

As a result, agencies with national 
clients are now aware that in television 


The case for small stations 





they must give as much attention to 
the pull of small stations as, in news- 
papers, for instance, they give to the 
small-town independents that have 
families of loyal readers. 


Time for Second Look 


Third, television takes time. In its 
formative years, everyone associated 
with tv was overloaded, just in keep- 
ing up with major developments. Since 
many of the early trends and tests 
have now been established—or de- 
feated, advertisers, agencies and net- 
works are free to take a second glance, 
to see what has occurred along less 
imposing lines. One of the major 
changes, of course, has been the way 
that new stations have grown. They 
are not only on the air, but they are 
also in the blood of their markets. 
What might have seemed a lifeless sta- 
tion two years ago may now be the 
main artery of regional commerce. 

Nevertheless, solution to the prob- 
lem still rests most heavily with the in- 
dividual outlet as its own best expert 
on its operation, its market and its 
competition. The station that sells 
hardest will, of course, get most busi- 
ness. “And there’s nothing like a 
personal visit to television buying cen- 
ters to get network advertisers,” say 
network sales experts, in proferring 
advice. 

The networks do not intend to 
neglect the problem. They are inter- 
ested in it for two primary reasons: 
Every station added to a network pro- 
gram, where production costs are 
fixed, usually means adding to net- 
work profit. And by adding to station 
business, they can keep strong stables 
of affiliates, the very reason, after all, 
for network existence. 

Supplementary stations have been 

















receiving renewed attention since late 
November when networks, increasingly 
concerned about sponsor reluctance to 
add optional markets to their billing, 
started announcing special marketing 
plans. CBS Television led off with its 
extended market plan, which received 
praise even from Washington. NBC an- 
nounced a three-pronged effort about 
the same time. ABC has had a specific 
sales unit assigned only to supplemen- 
tary outlets 
Mont’s 
general manager has approached the 


“ 


for some time.” Du 


recently appointed network 


matter with intelligence and integrity. 


Extend Programming 


CBS Television’s extended 
plan is meant to extend programming 


market 


deeper into small markets while, at the 
same time, helping small affiliates to 
attract local and regional sponsors, in- 
crease set saturation and build net- 
work Always a 
block previously, the economic weight 


loyalty. stumbling 
of the plan is divided between network 
and station: the former sidesteps serv- 
total $4,500 
weekly—hbecause the station pays for 
interconnection or, in the instance of 


icing losses—said to 


a transcribed program, for the record- 
ing. In turn, stations stand to gain 
volume through rebracketed rates, 
ranging between $50 and $100. (Pre- 
viously, $150 was the minimum which, 
experience showed, often stilted the 
cost-per-thousand.) The network pays 
the stations its usual 30 per cent of 
gross time charges and also bears the 
10 per cent discount to advertisers 
buying all stations in the extended 
market group. The plan was offered 
by CBS Television to 20 affiliates, was 
quickly snapped up by fifteen. 


As part of the arrangement, the net- 


work also established a special sales 
unit, headed by Terrance McGuirk as 
sales manager, to push the project. 
Like many others throughout the in- 
dustry, Mr. McGuirk realizes the prob- 
lem is in many ways a circular one 
that counterbalances network and af- 
filiates, programs and circulation. 
That does not mean the small sta- 
tion is strapped, Mr. McGuirk ob- 
serves, however. The affiliate has sev- 
eral means by which it can woo net- 
work advertisers, and one of the most 
important is “a good, strong presenta- 
tion.” But, he warns, “don’t stint in its 
preparation” because it “may well be 
the first and last look the networks 
and buying fraternity take at what 
you are selling.” And even though a 
first-rate presentation may seem costly, 
money spent on it may save later ex- 
penses by eliminating the need for 
phone calls, wires or even trips to fill 
in the details which are usually omit- 
ted from a mediocre presentation. 


Promotion Needed 


And when you make a sale, follow 
it up with strong promotion, Mr. Mc- 
Guirk advises. “The need for promo- 
tion is in inverse ratio to the size of 
the market,” he explains, with the 
small stations needing “a big plus” in 
this area. 

The constant dilemma, according to 
NBC vice president David Adams, is 
that lowering rates for supplemental 
stations also reduces network rates be- 
low the profit margin. Ultimately, this 
undermines rate structures all around, 
he notes. “It’s a circular thing.” 

As a result, NBC has not worked 
to lower prices of optional affiliates. 
Instead, the network has used the op- 
posite approach by helping stations to 








build up audiences, thus reinforce the 
foundations for existing prices. The 
NBC plan has three parts: 

The first is programming. To in- 
crease local audiences, the network for 
some time has offered three of its im- 
portant shows to affiliates who lack 
national sponsors. The programs are 
Home, now carried by a total of 41 
supplementary stations; Howdy Do- 
ody, by 56, and The Imogene Coca 
Show, by 25. While NBC deletes the 


network commercials for these sta- 





Network affiliates 


1954 1955 
ABC-TV 186 223 
CBS Television 167 202 
Du Mont 205 214 
NBC-TV 163 19] 











tions, the affiliates are free to sell the 
time to local sponsors. Delivering the 
program has proved so helpful that 
NBC added its 


Today to the list. The show was quick- 


recently celebrated 


ly taken by 30 more outlets, while 
others are standing in line until they 
can clear airtime or receive network 
okay. 

Second part of the NBC plan was to 
develop a separate sales unit, assign it 
exclusively to win network business 
for supplementary affiliates. This was 
effected early in December, with Rich- 
ard Sewell as sales manager. 

Phase three was a group rate plan, 
which proposed grouping between five 
and eight small affiliates as one terri- 
torial package to be sold “in one 
bundle,” as Mr. Adams explains it. 


(Continued on page 80) 
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ocal live color is on the horizon 
for nearly every major market. 

Some have it already, due to the 
pioneering efforts of stations like wKy- 
TV Oklahoma City, wsap-Tv Fort 
Worth, wrmj-tv Milwaukee and the 
network origination points in New 
York and Los Angeles. (“Colorfast 
Local Color”, TELEVISION AGE, Septem- 
ber 1954.) 

Now a second set of pioneers is on 
the air with shows in full color: wcco- 
TV Minneapolis, KRON-TV San Fran- 
cisco an? WBEN-TV Buffalo. Many more 
like wosu-Ttv New Orleans, WBAL-TV 
Baltimore and wcaL-tv Lancaster are 
making their plans to join the group 
soon. 

Management of every well-establish- 
ed black-and-white commercial station 
is watching these developments, spurred 
on by the certainty that color is com- 
ing and encouraged by the experience 
of those who have taken the big plunge. 

Stations now colorcasting live color 
programs have reported a unanimous 
enthusiasm from advertisers and view- 
ers. A practical example of such adver- 
tiser approval comes from KRON-TV San 
Francisco where the White House de- 
partment store sponsored a 13-time pro- 
gram in live color to push its line of 


Hometown color 


Christmas toys. Viewer reaction was so 
good that it surprised even KRON-TV's 
enthusiastic sales department. 

The program, Santa’s Workshop, was 
telecast twice a week, Tuesdays and 
Thursdays, in the 5:15-5:30 p.m. time 
slot with the final episode falling on 
Dec. 23. 

“We are delighted with the sales re- 
sults,” Bill Hart, advertising manager 
of the department store, reported. “We 
are extremely proud to have been the 
country’s first department store to 
sponsor a color tv show. This year we 
have enjoyed the most successful toy 
season we have seen for many years, 
contrary to the experience of other re- 
tailers in this area.” 


Mail Pull Strong 


Hart pointed out that over 10,000 
pieces of mail were received from chil- 
dren as a direct result of the program. 

“There is no doubt in my mind that 
color tv will be an important sales tool 
for department stores in coming years,” 
he said. “I feel certain that they will 
become among the biggest users of tele- 
vision as soon as the commercial ap- 
plication of color emerges from its 
initial experimental stage. And that 
should be pretty soon.” 

















The format of the show allowed Santa 
Claus (played by Gerry Walter) to 
demonstrate and display a wide variety 
of toys in his North Pole workshop. In 
addition to the toys, commercials plug- 
ged 50 to 75 other items of general 
merchandise, including fashions, ap- 
parel, home furnishings and other 
goods. 

Live color is not proving too difficult 
for experienced station personnel. The 
expense is heavy—the minimum is 
around $100,000 and some stations 
have spent as much as half a million 
dollars equipping for color. Obviously, 
it is possible to go much higher. But 
competent engineers and other techni- 
cians, experienced in black and white, 
are able to install live color equipment 
without serious trouble. 

The largest single unit of equipment 
needed, of course, is a color camera. At 
wcco-Tv a 3-0 RCA color camera and 
its supporting pedestal was purchased 
early in 1954 and was put into action 
on July 1. Power for the camera re- 
quired five power racks and the neces- 
sary color amplifier equipment. 

A large black-and-white television 
studio was set apart for color, and the 
studio control room was adapted to ac- 
comodate not only the equipment being 


Horizon for multichrome 


widens as second group of stations 


Joins local live pioneers 





a 
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used in relaying network color but the 
additional monitors for live shows. The 
old control room, which was 14° x 24’, 
was too small for the new demands and 
was redesigned and enlarged to 14’ x 
40’. Additional air conditioning was 
necessary, and heat exhaust ducts were 


added. 
Changes in Lighting 


The studio itself required more 
lighting units to bring the total illumi- 
nation up to a good, steady 400 foot 
candles. Extra connections were needed 
for the three color camera cables. This 
studio is still being used for black and 
white shows when it is not needed for 
color. 

Storage space for color props and 
spare equipment was a problem, but 
WCCO-TV management found they could 
rearrange and replan black-and-white 
storage space so that they were able to 
“make-do” for the present. 

Few additional props were purchased 
especially for color. The principal item 
was a quantity of no-seam paper which 
could be used as background for live 
colorcasts. Most props used on color 
are brought in especially for the pro- 
gram for which they are intended and 
carted away again afterward. Perma- 











nent sets for b&w programs are being 
replaced gradually by sets with care- 
fully calculated color properties. 

WCCO-TV is typical of most other 
color television pioneers in its careful 
step-by-step approach to the new medi- 
um. While it is holding its present in- 
vestment to the essentials, plans are on 
the drawing board for new and larger 
studio space especially for color. These 
expanded facilities are expected to be 
ready by the time colorcasting demands 
outgrow the present quarters. 

Engineers at the Minneapolis station 
had no particular trouble in getting the 
equipment ready for color telecasts. 
From the first the picture was con- 
sidered good. No additional personnel 
was necessary, either for the installa- 
tion of equipment or for the actual pro- 
duction of color programs. 

Lighting problems have caused some 
difficulty for wcco-Tv, principally that 
of providing an “even” lighting from 
every angle. Producers, accustomed to 
shooting a program from two or more 
angles, have had problems in adapting 
their shows to a “one-camera” tech- 
nique, but clever direction has elimi- 
nated many of the flaws which plagued 
them at first. 

One recent variety show found di- 








rector Harry Jones making the transi- 
tion from one scene to another by hav- 
ing dancers carry large cards display- 
ing prominently the sponsor’s message. 
As they danced across the stage the 
camera followed from one scene to the 
next, neatly disposing of the transition 
problem. 

Reactions from viewers in the 
Minneapolis area have been uniformly 
good. They are pleased to be a part of 
a pioneering development in communi- 
cations. Telegrams come in from com- 
munities as far as 80 miles away where 
neighbors have gathered around a 
single color receiver. As in the early 
days of radio these wires invariably 
say: “Program coming in fine.” 


Dealers Promote Color 


While there are only about 200 color 
receivers in the WCCO-TV area the sta- 
tion reports dealers are promoting mul- 
tichrome intensively. Admiral and CBS 
distributors are especially active. 

Color is a principal topic of neigh- 
borhood conversation. Women’s clubs, 
business groups and advertising and 
agency executives are invited to view 
every available network or local color 
program in the Wcco-Tv studios. With 


(Continued on page 85) 







































Courting 
the law 


Worcester’s 

bar association 
finds a public 
relation program 


that pays 
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awyers screening problems on a tv 
L screen—it’s a pretty good format 
for a mystery show. But in Worcester, 
Mass., it’s no mystery at all; in fact, 
it’s a well publicized affair. It’s the 
county bar association’s own public 
relations program on television. 

And that isn’t the best of it. Al- 
though the legal pundits were offered 
free airtime by wwor-Tv Worcester, 
they chose to make their public rela- 
tions a real program, winning enough 
to attract a sponsor. They put their 
project in the hands of the Howard- 


Wesson Advertising Co., Worcester, 
produced the show and sold it as a 
package to the Worcester Federal 
Savings & Loan Association. 

A two-pronged barb was the spear- 
head for the Worcester County Bar 
Assn.: to guide the public about simple 
legal problems and to show the value 
of a lawyer’s work in relation to the 
law. Their television answer was to 
hurl it squarely at the public by telling 
them You Are the Jury in a weekly, 
15-minute program. 


Lawyers Take Opposing Sides 


This is how the program works: 
Every week, two different lawyers will 
take the opposing sides of a common 
legal problem—such as the line of in- 
heritance when the deceased has left 
no will. The lawyers argue the case be- 
fore a judge (the bona fide member 
of an actual court) who acts as moder- 
ator of the tv dispute. At the end of 
the program, the audience as the jury 
is asked to submit solutions. The cor- 
rect answer legally—and the five win- 








ners (who get $5 added to their Fed- 
eral Savings accounts) — are an- 
nounced the following week. So far, 
the programs have covered such down- 
to-earth matters as paying rent on 
Sunday (“The Case of the Happy 
Housekeeper”), the advantages of a 
corporate set-up (“The Case of the 
Sleeping Partner”) and what property 
rights really contain (“Eminent Do- 
main”). The show started recently 
with a 13-week contract, is currently 
being negotiated for another 13—with 
the possibility of expanding time, too. 


- D4 4¢Eys 
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In the early stages of planning the 
program, a definite code of ethics was 
worked out in regard to the lawyers’ 
usual reluctance to advertise. The 
county association adopted the Ameri- 
can Bar Assn.’s_ suggestion which 
stated that, while it is unethical for 
individual lawyers to advertise, as a 
group they could point out the work 
and standards of their profession in 
general. 

Judging on the basis of street-corner 
conversations, the number of lawyers 
being asked for the solution after each 
program and the reaction of the asso- 
ciation members, Samuel Seder, presi- 
dent of the association, says it all adds 
up to just one thing: new business. “I 
know of one lawyer,” Mr. Seder ex- 
plains, “who himself drafted 10 new 
wills within a short time after we 
closed ‘The Case of the Unwritten 
Will.” 

As the sponsor, Worcester Federal 
Savings & Loan prepared an attractive 
four-page folder in which it incloses 
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, half naked in Nebraska coverage if you 
don’t reach Lincoln-Land — 40 double-cream counties 
of Central Nebraska and Northern Kansas — 

648,450 people with a buying income of $847,656,000. 
KOLN-TV reaches over 100,000 families unduplicated 
by any other station! 


The KOLN-TV tower is 75 miles from Omaha! 
This Lincoln-Land location is farther removed from 
the Omaha market than is Cincinnati from Dayton, 


Buffalo from Rochester or Lancaster from 


Philadelphia. 
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Kraft (Con:inued from page 41) 


ing head admits, “sold a little cheese, 
too.” 

Platt, tall and angular, radiates the 
inquisitive and pioneering mind of a 
biochemist and could easily pass as a 
doctor of letters. In fact, he collects rare 
and first editions — as well as grand- 
children—at his Winnetka, IIl., home. 

He was a fireball even at Chicago’s 
Waller High School. While still a stu- 
dent, he launched his own business, the 
Elko Printing Co. The biggest piece of 
business he ever got was from the J. L. 
Kraft Bros. & Co. Their order was 
prophetic. 

After schooling (Kent College of 
Law, Pierson’s Business College) and a 
stretch in the World War I Navy, Platt 
landed a temporary job at Kraft as ad- 
vertising The youngster 
proved not only able to make himself 
useful, but also he bristled with ideas. 
In five years he was advertising man- 


assistant. 


ager and now, at 57, is vice president in 
charge of advertising and public rela- 
tions and a member of the executive 
committee. 

A list of the company’s lead execu- 
tives shows that Kraft has had as much 
stability in its administrative setup as 
in its advertising. Founder James L. 
Kraft remained president until 1943 
(and was serving as Board Chairman 
Emeritus at his death in 1953). He was 
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succeeded by John H. Kraft, who served 
until 1951 when Mr. Pound assumed 
the post. 

And the early staff, which included 
the brothers Charles and Norman Kraft 
as the entire production department as 
well as Fred and John Kraft as the 
sales like the 
founder, handled delivery routes—has 
since expanded into a full roster of vice 
presidents in charge of milk products, 


department — they, 


sales, processing, cheese foods, re- 
search, engineering, general production 
and the like. Records show that em- 
ployes who started early with the com- 
pany stayed long and rose high. 


Created New Business 


As they rose, so did the company. 
Kraft’s boot-strap development is in- 
teresting because it expanded, not to 
meet new business, but because it cre- 
ated new business by its own expan- 
sive thinking. Initially, J. L. Kraft, a 
former grocery clerk, was merely a 
cheese distributor. He went daily to the 
Chicago farmers market, purchased the 
best cheeses he could find and resold 
them, in turn, to a list of retail grocer 
clients. By 1907, he was buying cheese 
from varied makers to market under 
his own label, one of the first applica- 
tions of brand identification. Next, he 
solved the problem of perishability by 
the then-unheard of trick of putting 
cheese in glass, then tin foil and wood- 
en boxes. By the time of the first world 
war, Kraft cheese could be tinned for 
successful shipment to overseas troops 
and, after the war, foreign markets. 

The first processed cheese, the now- 
famous five-pound loaf, became an 
actuallty in 1921. Then came the fuller 
development of Kraft distribution— 
men who bought their own trucks were 
enrolled as independent distributors for 
regional saturation—that ultimately 
allowed handling of other perishables, 
like salad dressing. Starting in 1928 
with Velveeta (it spreads, slices and 
melts) , a series of new products brought 
further expansion: Miracle Whip, Kraft 
Caramels and the Swankyswigs that 
had drinking 


orange juice from decorated cheese 


a whole generation 
glasses. Next was Swiss cheese in 
(which 
cured in its own simple wrapper) in 
1947 and, after the second world war, 


blocks, Kraft natural cheese 


packaged cheese in slices. Today, one 
of the newest Kraft products is Cheez 





Whiz, a quick-melting sauce that is 
reputed to have over 1,000 uses. 

Always bristling with new ideas, 
Kraft has matched new products with 
new advertising. It was, for example, 
among the first food advertisers to use 
full-page color ads in print media and 
was, of course, quick to make full use 
of that new wonder medium, television. 
Currently, Kraft is looking forward to 
television in color. 

Thinking how delicious Kraft com- 
mercials will look then, advertising 
manager Platt can’t constrain his en- 
will drool,” he 
predicts. “They'll have to wear bibs 
while watching Kraft Television 
Theatre.” And if Kraft’s present tele- 
vision successes are a standard, that 


thusiasm. “Viewers 


means there may well be a run on the 


bib market. 
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Receivers (Continued from page 43) 
quantity which “people will buy.” No 
company executive would say how 
many sets have been produced up to 
the present time. 

CBS Hytron president Charles F. 
Stromeyer revealed his division had 
stopped producing the round tube in 
December “as planned” in order to 
concentrate “our engineering efforts 
on the 22-inch rectangular tube.” Mr. 
Stromeyer implied samples of the lat- 
ter, which is being developed speci- 
fically for mass production, would be 
available shortly. 

Dr. Allen B. Du Mont, president of 
Allen B. Du Mont Laboratories and 
one of the recognized pioneer engi- 
neers of the industry, has expressed 
the belief that the public feels “color 
television at a reasonable price” is still 
some few years away. In spite of this 
Du Mont built around “20,000 sets” 
during 1954, some of which will un- 
doubtedly still be going on the market 
during the early part of 1955. 


Standardization Possible 


“It is possible,” he says, “that some 
degree of standardization in color pic- 
ture tube size will be reached in 1955, 
and that manufacturing cost reduction 
can produce large-screen color sets at 
a somewhat reduced price.” 

Du Mont has announced the de- 
velopment of a 21-inch rectangular 
color tube on which they expect vol- 
ume production this year. Dr. Du 
Mont has privately expressed the opin- 
ion that it will probably be two years 
before public demand will make a 
worth-while market for television ad- 
vertisers. He feels, however, that a 
manufacturer in the position of Du 
Mont Laboratories keep his 
product before prospective buyers. 
This the company has done, although 
executives admit the set which is being 
sold to dealers at around $650 costs 
over $1,300 for the company to build. 


must 


Position of the Philco Corporation 
in the black and white receiver field is 
of such importance that their attitude 
toward color has been watched closely 
by other manufacturers and the indus- 
try alike. That position is negative, at 
least for the present. 

Fred O. Ogilby, vice president and 
general manager, television division, 
told this magazine, “Color television is 


both a simple and a complex subject. 
It is simple when described as a great 
new business which will one day result 
in volume and profit for the manufac- 
turer, distributor and dealer. The com- 
plexity of the subject at the moment, 
at least, outweighs the simplicity to a 
point where color television does not 
appear to be a sound, practical busi- 
ness for us at this time. 

“A great deal of progress has been 
made on both color television transmis- 
sion and receivers. However, we can- 
not afford to experiment on the Ameri- 
can public. Philco, therefore, will not 
manufacture, even in limited numbers, 
a color receiver that will be expensive 
to buy, costly to keep in service and 
which, at the present rate of research 
and development, will become obsolete 
almost before it is delivered.” 

Ross D. Siragusa, president of the 
Admiral Corp., says: “Color tv will 
continue to develop and grow slowly. 
100,000 to 200,000 color sets 
may be sold during the year. We at 
Admiral still are not satisfied with the 
present color tubes. First, they are too 


From 


complex. Second they are round and 
cumbersome instead of rectangular. 
Lastly, the present tube sizes are not 
standard, and the resultant cost is far 
too high. Mass production of color re- 
ceivers at prices the public can afford 
will not be feasible until a color tube 
is available at $50 
to $60. 


New 21-inch Admiral 


approximately 


Meanwhile Admiral has announced 
a new 21-inch color receiver with a 
245-square-inch picture and featuring 
a more compact cabinet to sell for 
$895. The set contains 34 tubes, incor- 
porates a number of exclusive Admiral 
developments for simplified circuitry 
and tuning and conforms to the com- 
patibility standards set up by the Na- 
tional Television Standards Commit- 
tee. In addition to a faithful reproduc- 
tion of colorcasts the set produces an 
unusually exact black and white pic- 
ture, according to Admiral officials. 

In a survey conducted for Admiral 
by Woodbury College of Los Angeles 
it was found that a majority of tele- 
vision set owners are waiting for a 
compact 21-inch receiver for $300 to 
$500. Only 13 per cent of the families 
surveyed had ever seen color tele- 
vision, and 82 per cent of those having 





BEST 
DOGGONE 
SPY STORIES 
SINCE 

MATA HARI 


And CESAR ROMERO stars in them 
as Steve McQuinn, globe-trotting 
diplomatic courier. The people you 
want to reach will follow Romero... 


into a strange adventure which 
starts in a Budapest prison... 


on the trail of a missing scientist in 
Tangier... 


through a near uprising in 
Casablanca... 


on a rescue mission in Ankara . 


as he risks his life for a lady in 
Madrid... 


even to the inner chambers of the 
fabulous Scotland Yard. 

What a show! What a star! Whata 
sure-fire selling vehicle! Better 

. now! 


CESAR ROMERO, starringin... 
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City grade service in BOTH cities! 


WBAP-TV, Channel 5 with a tower 1072 feet high; tower and antenna 1113 
feet; height above sea level 1739 feet. 

REMEMBER —The only television station with city grade service in both Fort 
Worth and Dallas. In its sixth year, still the most coverage, the clearest 
picture, the largest audience. Full power with 100,000 watts. 














Hooper’s composite combine Fort Worth- Ao ieee nennneen eset 24 
Dallas survey, November, 1954 shows share RII ictitisaln tassel sadenes 1,856,400 
of audience, 6:00-10:30 p.m.: ee 8 __572,200 
WBAP-TV 38% : 
ond Sta. 36% Total Retail Sales $2,284,777,000 
3rd Sta. 27% Buying Income.» $3,075,563,000 

















Sources: Sales Management “Survey of Buying Power’’ May 10, 1954 
Measured Service Contour Map, A. D. Ring & Associates. 
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Receivers (Continued from page 55) 


receivers do not plan to buy a color 
receiver before 1956. 

If there are 1,955,000 b&w sets in 
the area, as is currently being re- 
ported, and assuming that if 82 per 
cent do not intend to buy color sets 
before 1956, the other 18 per cent are 
considering it, this survey seems to in- 
dicate a possibility that 351,900 fami- 
lies are in the market for color tv in 
this area. This point was not men- 
tioned in the reports on the survey. 

Emphasizing the Westinghouse tv- 
radio division’s announced intention 
of “getting out” of color production 
altogether, as soon as commitments al- 
ready madé are disposed of, was the 
introduction of the black and white tv 
line without any mention of a West- 
inghouse color receiver. 

In a_ statement tv-radio general 
manager T. J. Newcomb said that the 
company would wait to go back into 
color when rectangular tubes become 
available. 

The Motorola Co., one of the ag- 
gressive early promoters of color re- 


a ee 
once pee, | 


is chosen for 
All-America City 
Award 


WHEBF is proud to have as its 
audience the active, progres- 
sive citizens of Rock Island— 
fine people in an outstanding 
American city. 











Les Johnson, V.P. and Gen. Mgr. 


TELCO BUILDING, ROCK ISLAND, ILLINOIS 
Represented by Avery-Knodel 





ceivers, is pleased with the continued 
growth of the market. Robert W. Gal- 
vin, executive vice president, in a state- 
ment to TELEVISION AGE said: 

“Color television is the electronic 
industry’s healthy young baby, grow- 
ing steadily and naturally. 

“Sales of color receivers by the in- 
dustry during 1954 were on the order 
of 20,000 to 30.000 units ai prices be- 
tween $895 and $1,100. 

“Motorola, pioneering in the mar- 
keting of large screen receivers, estab- 
lished an enviable competitive position 
during the year. The company’s sales 
of color sets were about as expected. 
If the pioneering process were to be 
our marketing 


repeated, procedure 


would be the same. 


Larger Color Pictures Seen 


“Receivers now being shown by 
manufacturers have picture sizes in 
the 19 to 21 inch range. We shall no 
doubt see larger picture tube sizes in 
the future just as we have seen larger 
sizes of black and white picture tubes. 
The ultimate popularity of picture size 
in color sets should be essentially the 
same as for black and white ranging 
somewhere between 17 and 24 inches. 

“The question marks are such at 
this juncture that individual predic- 
1955 


have little significance. Others in the 


tions of color receiver sales in 


industry have suggested figures from 
50,000 to 250,000 receivers. 

“Our feeling is that the rate of mar- 
keting progress in color television will 
tube 
costs, the simplification of color re- 


be intimately concerned with 
ceiver engineering, and the amount, 
type and regularity of color programs. 

On the other side of the coin Henry 
E. Argento, vice president and general 
manager of Raytheon Manufacturing 
Co., Chicago, said: “We expect color 
to become a substantial part of our 
output as 1955 progresses. We intend 
to capitalize on our 1954 gains by 
greatly increasing our production of 
both black and white and color tv,” he 
continued. A probable production of 
300,000 to 400,000 color receivers by 
the fall of 1955, largely in 21-inch 
screen size, was predicted. 

Mr. Argento based his enthusiasm 
for color on the belief that the demand 
for luxury-priced monochrome sets 
was giving way to an increased volume 
of color receivers. 


HOW TO GO 
BIG-TIME 

IN TV 
WITHOUT 
OWNING 
FORT KNOX 


Buy PASSPORT TO DANGER .. . hottest 
property available to local and regional 
advertisers! This is a brand-new, 
bang-up show, the kind only the big 
networks can usually afford to put on 
and it’s yours at a remarkably low cost, 
well within the reach of almost all local 
sponsors. Nothing else you can buy gives 
you a Star like this. . . slick production 

... elaborate foreign settings. And 

what a promotion you can build around 
the magic of Romero’s name! No wonder 
Blatz Beer, Welch Grape Juice, and 

other ‘“‘savvy”’ advertisers have already 
snapped it up. Better check your market 
... contact one of the offices below. 


CESAR ROMERO, starring in... 
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QED YOu 
CHRORICLE 
TOR IMPORTART 
CONTEST DETAILS 


NEW ert 
’ FA oe 
t SERVICES 


She came to life in a grand debut November 20, 


assisted by James Melton, Marguerite Piazza, the 





HOUSTON first saw her on these 
billboards: 


. and after the tease, 













on these: 


Houston Symphony Orchestra — and an all-star 
variety show that included Senor Wences, Kyle 


McDonald, and Raye & Naldi. 


Then Houston wore buttons 
and redeemed 13¢ pieces 


and saw what we meant on the boards: 









SEE WHAT 


——— 


| MEAN: <— \ 





Her CHANNEL 13 was The Chronicle Station, and 
Texas’ greatest newspaper gave her a boost with a 
special section and color pages and editorial help: 
the works. Contests galore: Why 13’s my lucky 
number ... and so on . . . with big prizes . . . ending 
with an all-out Name-The-Cat contest to which more 
than/9,000 different names were submitted. 


The people named her KiTiRiK. 


SHE’S A CAT THAT BEARS WATCHING 
—and they-do it every day. 











Tool Up (Continued from page 45) 


So, although color has reached a 
temporary slowdown, today’s lull 
should be considered only a plateau 
on the growth chart. Equipment mak- 
ers and even stations, themselves, now 
are ready and waiting for the day 
that color emerges from this interim 
period. And when that happens, as 
one sales manager phrases it, “All 


hell will break loose.” 


Color Equipment Costs 


What will it cost a station to convert 
to color? 

The answers vary somewhat with the 
manufacturers, of course, for not all 
of them make the same amount—or 
kinds—of equipment. And not all of 
them market their products in com- 
parable units. 

In addition, there are at least two 
variables which must be considered. 
First, the investment for color will de- 
pend on how the station is equipped 
for its b&w operation. An outlet that 
already has all kinds of test equipment 
on hand, for example, will not need 
many extras for color, while a station 
that operates on skeletal necessities 
may find its color costs high—extend- 
ing even to extra wire and cable 
lengths. Along this line, there is a 
slight price difference in some manu- 
facturers’ lines if a station is vhf in- 
stead of uhf. And at least one maker 
considers it important if a studio is 
connected to its transmitter by micro- 
wave. 

The second important factor is how 
much color the station wants to carry, 
network, slide, film or local origina- 
tions. One of the first things most 
manufacturers suggest buying, l- 
though they list it as optional, is test 
equipment. Without it, a station can’t 
tell what kind of color picture it’s put- 
ting on the air. Nevertheless, some sta- 
tions operate without it and, as a re- 
sult, have found they can rebroadcast 
network color in color for almost no 
cost at all. Test equipment costs an 
average of $10,000 for a full com- 
ponent, and the materiel cost of pick- 
ing up network color can be as low as 
$3,000 or as high as $9,000. 

The investment required for color 
slide equipment is a generous one, but 
film transmission apparatus can be 
added to that at relatively little cost. 


The lowest figure quoted for slide 
equipment is $17,500 and the highest, 
$45,000. (Under the first method, both 
slides and film can be bought for a to- 
tal of $26,500; under the second, for a 
total of $65,000.) 

Interestingly, most manufacturers 
do not even quote prices for live- 
origination equipment because most 
of them are not yet producing it. 
However, a single color camera costs 
between $65,000 and $75,000, and the 
station owner may well expect to in- 
vest at least $100,000 to get his own 
programs on the air in color. Even 
stations that put in firm orders for two 
or three camera chains start local 
operation with only one camera, how- 
ever. Then, when their technicians be- 
come familiar with the medium and 
are ready to keep color balance, not 
only among the three basic hues, but 
also between the two different cameras, 
they add the second chain. 

The following is an alphabetical list 
of color transmission equipment manu- 
facturers and some of the equipment 
they suggest for stations. It does not 
include all items produced by these 
manufacturers, but contains itself, for 
the greater part, to minimum needs: 

Dage Television Division of 
Thompson Products, Inc., Michigan 
City, Indiana: Dage has completed its 
development work and will “soon be” 
in production of a color system. 

Dage offers a single package to 
transmit both color slides and color 
film. Complete installation cost is 
$28,000. This company also produces 
a small vidicon camera that can be 
used for live pickups of “small area 
adequately 
additional 


items, which can _ be 
lighted.” Its cost is an 
$15,000. 

Equipment sales for Dage have been 
“modest” for color, but the division 
has “some” back orders and “con- 


siderable interest” from __ station- 
owners. 

Allen B. Du Monit Laboratories, 
Clifton, N. J.: “Plan your own color 
system” is the byword at Du Mont, 
and the manufacturer lists suggestions: 

System A will retransmit network 
color and originate color bars, costs 
a total of $16,025. That sum includes 
$7,490 for color switching, encoding 
and monitoring equipment and $8,535 


for color sync generator equipment and 


(Continued on page 61) 








ANOTHER CITY 


“RACKET SQUAD” 


IS #1 AGAIN! 


Yes, in city after city, Telepulse rates 
Racket Squad as the #4 film show. 
Look: 


ATLANTA #1, with 29.6 
CHICAGO #1 after 3 weeks 
DETROIT #1, with 23.5 


WASHINGTON #1 after one month 


No wonder this record-busting show 
boasts 90% renewals after only 9 
months in syndication! First run still 
available in many top markets. Come 


on in fast, the selling’s fine! 


RA 
SQ 


Produced by 
Hal Roach, Jr. 
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© KOIN- 


When you buy a market you want the complete 
melon—not just a slice or two. That’s why adver- 
tisers are choosing KOIN-TV, Portland Oregon’s 
only VHF station . . . Portland’s on/y maximum 
power siation. 

The giant KOIN-TV tower, 1530 feet above 
average terrain, plus maximum power of 100,000 
watts on Channel 6 blankets over 35,000 square 
miles in the prosperous Pacific Northwest. 
KOIN-TV delivers a consistent picture as far as 
150 miles from Portland . . . reaching 30 Oregon 
and Southern Washington counties. No other 
advertising buy in the area can duplicate this 
sales coverage. Write, wire or phone us for 
complete availabilities. 





CHANNEL 6 


Represented Nationally by 
CBS Television Spot Sales 


PORTLAND, OREGON 
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Tool Up (Continued from page 59) 


color test equipment. 

System B will allow retransmission 
of network color, origination of color 
bars, origination of color and mono- 
chrome film (via a single film unit), 
origination of color and monochrome 
slides (again, a single unit) and single 
channel encoding. Its total cost is 
$68,005. 

Color system C allows a station to 
retransmit network color, originate 
color bars, color and monochrome film 
and color and monochrome slides, 
plus dual channel encoding. Its total 
cost is $95,672. Color system D allows 
the same things, but four-channel (in- 
stead of dual-channel) encoding. Its 
cost is $109,377. 

General Electric, Syracuse, N. Y.: 
To carry network color and conform 
to probable FCC specifications, a vhf 
station would need to add: a receiver 
corrective filter, a linearity corrective 
filter, power supply, transmitter cor- 
rective filter, lower sideband subcar- 
rier trap and a stabilizing amplifier 
color kit. All this equipment is being 
made by General Electric, of course, 
and would cost approximately $3,000. 

A uhf broadcaster would need the 
same equipment, except for the lower 
sideband subcarrier trap. Instead, the 
uhf station would require a Filtrexer 
corrective filter. The complete G.E. 
package, which would enable a uhf 
station to carry network color, would 
cost about $3,600. 

The above is merely a minimum 
listing, however. In addition, most 
stations want two other pieces, a color 
monitor ($1,600) and a demodulator 
($225). Most 
stations also want some test gear as 
well. A complete G.E. set of test equip- 
ment could run $10,000—or more. 


For local origination of color slides, 


color modification kit 


General Electric offers a color scanner 
channel, a 2x2 color slide scanner, 
sync generator adapter and power sup- 
ply. Package cost: $33,900. Hardware 
items, depending on individual station 
needs, would be extra. 

For local origination of color film, 
General offers a package 
which includes the projector, scanner 


Electric 


and necessary power supplies. Price, 
for the lot, is approximately $18,000. 
For local, live color origination, 


General Electric offers the Chroma- 
coder system of colorcasting. 

Features of the Chromacoder system 
include the use of a small, maneuver- 
able camera, mixing the color signal 
only once (at the centrally located 
Chromacoder), no difficult balancing 
problems between cameras, the use of 
only one tube (pick-up) per camera 
and a relatively low initial cost. 

Package price for a two-camera, 
live pick-up system is approximately 
$130,000. The package includes two 
cameras ($28,000 each), one Chroma- 
coder—which can be used, incidental- 
ly, with any number of field sequential 
cameras— ($58,000), switching gear 
($10,000) and accessory equipment 
(between $15,000 and $20,000, de- 
pending on the station’s existing equip- 
ment). 

General Precision Laboratory, 
Pleasantville, N. Y.: To transmit net- 
work programs in color, the local sta- 
tion must be sure its transmitter is 
properly broad-banded, says E. A. 
Hungerford, manager of the tv depart- 
ment. 

“It should cost nothing to prepare 
the transmitter for color signals since 
after transmitters meet the FCC re- 
quirements completely, no modifica- 
tion is necessary,” he reports. 

The station will also need a high 
frequency phase correction network 
($500) which introduces a correction 
for the tv receiver in accordance with 
FCC specifications. To be sure that 
things are working all right, the sta- 
tion also “should” have a color stab- 
amp ($100 or so) and a color moni- 
tor ($3000). 

When a station wants to originate 
color, it must first have test equipment 
to be sure the system is operating ac- 
curately. 

Color slides and color film can be 
handled, according to General Pre- 
cision Lab, on a 3-Vidicon color film 
chain, by multiplexing in a manner 
very similar to that now used in b&w. 
Starting from scratch, this requires 
an investment from $50,000 to $60,000 
for two 16 mm color projectors, a 
slide projector and the 3-Vidicon color 
chain. 

Live pickup color originations re- 
quire a camera ($65,000) which util- 
izes three image orthicons. Or the 


(Continued on page 63) 
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52 star-spangled films, paced by 
top names from Hollywood and 
Broadway...great scripts...superb 
direction by Roy Kellino, Ted Post, 
and others. If you want to make a 
real impression, this is for you! 


ABC FILM 
SYNDICATION, INC. 


7 West 66th St., N.Y. 
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Too good 
to hide! 


ae of television sets is increasing so rapidly 
in Iowa that nobody can keep up with it. 


The 1954 Iowa Radio and Television Audience Survey 

was made in March, 1954. At that time, over one-quarter 
of all TV sets were less than six months old — yet, 

in March, 59.6% of all lowa homes bad television sets! 


Here are the five-year figures from the Annual Survey: 


INCREASE IN TELEVISION SET OWNERSHIP IN IOWA 


1950 1951 1952 1953 1954 
Survey Survey Survey Survey Survey 
All homes surveyed 1.7% 11.8%, 25.7% 38.2% 59.6% 
Urban homes 2.4 15.9 30.9 44.5 67.2 
Village homes 1.3 8.7 21.0 32.7 53.3 
Farm homes 1.1 8.7 21.2 31.9 52.7 


Now there are more than 280,250 television sets 

in WHO-TV’s Central Iowa — and 355,100 families. 
WHO-TV is giving them the best programming there is — 
from the tallest antenna in the State. 

Ask Free & Peters for all the facts! 
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Channel 13 » Des Moines + NBC 
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Col. B. J. Palmer, President 


Free & Peters, Inc. 


P. A. Loyet, Resident Manager 
National Representatives 











Tool Up (Continued from page 61) 
G.E. method (sequential color system) 
can be added to present b&w cameras 
for about $15,000. The latter method 
also requires the purchase of a 
Chromocoder, however. 

Philco Corp., Philadelphia: Net- 
work color costs between $11,000 and 
$16,000, depending on existing test 
equipment, amplifiers, switching facili- 
ties and the like. These prices as- 
sume that the station’s transmitter and 
syne generator are modified for color. 

To originate color slides will cost an 
additional $22,000 to $40,000, depend- 
ing on the number of slide program 
sources and the switching facilities 
needed. A station equipped for net- 
work color and color slides can add a 
single 16mm film program source for 
about $16,500. Two 16mm _ program 
sources would cost approximately 
$33,000. Thus, network color plus 
slides and film will cost between $49,- 
000 and $89,000. 

And, Philco’s manager of advertis- 
ing and sales promotion points out, if 
the transmitter is connected to the stu- 
dio by microwave, approximately $13,- 
000 to $17,000 additional equipment 
may be required. 


Recommendations of RCA 


Radio Corp. of America, Cam- 
den, N. J.: To carry network color, 
stations should purchase a color stabil- 
izing amplifier ($1,100), a color moni- 
tor ($3,000), a set of phase correction 
equalizers ($2,750) and various auxil- 
iary equipment. The total cost for the 
group is $9,075. 

In addition, RCA 
the purchase of following test equip- 


“recommends” 


ment including grating and dot gen- 
erator ($750), monitor bar 
generator ($247.50), linearity checker 
($1,750), color signal analyzer ($1,- 
900), burst controlled oscillator ($1,- 
150), oscilloscope ($1,180) and other 
miscellaneous items. Total group cost 
is $7,450. 

For color bar test pattern and com- 
mon equipment for local origination, 
RCA recommends a color fluency 
standard ($990), burst flag generator 
($800), power supply ($280), studio 
sync generator which includes dot and 
grating putputs ($3,950), two cabinet 
racks ($364), color bar generator 
($1,350), colorplexer ($2,820) and 
its power supply ($280) plus a test 


color 


meter ($77). The total cost, $10,911. 

A color slide camera chain, under 
the present RCA setup, sells for $17,- 
500, complete. 

An RCA color film chain and its 
complete equipment sell for 
$62,870. 

The package includes a three vidicon 
color film camera for $37,250, includ- 
ing all its parts such as optical assem- 
bly, pedestal, gamma correctors, con- 
trol panels, power cables, and the like. 

The color film package also includes 
a three vidicon multiplexer ($2,200), 


about 


two 16 mm. film projectors and all 
their parts ($19,550), a light control 
kit ($1,500), a dual disc slide pro- 
jector ($853), a set of two spare discs 
($28), a light control unit ($750), 
two cabinet racks ($364) and a cali- 
bration pulse generator ($375). 
Equipment for local, live origina- 
tions of color comes to a total of 
about $66,963. A major part of the 
price ($60,875) goes toward a three- 
tube color camera and its equipment. 


Network Color 


Standard Electronics Corp., 
Newark, N. J.: This company’s produc- 
initial 
color equipment—that necessary to 


tion is currently focused on 
transmit network color in color. As- 
suming the transmitter has been ampli- 
fied, all that is necessary to carry net- 
work originations is a_ stabilizing 
amplifier and a color monitor. If the 
transmitter is capable of passing a 
color signal, but has not been modi- 
fied, then the following is necessary: 
a 3.58 mc. notched filter, envelope de- 
lay corrector, linearity corrector, color 
stablizing amplifier and a color moni- 
tor. Estimated cost for the package is 
between $7,000 and $8,000. 

Should test equipment be required 
in order to maintain color standards, 
then additional expenses will be incur- 
red. Normally, network color plus test 
equipment would cost between $15,000 
and $16,000. 

Standard Electronics estimates an 
additional investment “somewhere in 
the neighborhood” of $30,000 would 
be required to add local color film and 
slide originations. This would mean 
the addition of cameras, too, however, 
which Standard does not manufacture. 

Telechrome, Ince., 
L. I.: Minimum equipment for re- 


Amityville, 


broadcasting network color includes 


one high and one low frequency phase 
correcting network, a color stabilizing 
amplifier and a color monitor. These 
units cost a total of $4,400. 

The cost for adding colo: slides is 
$17,480, and Telechrome delivers slide 
equipment within 30 days. The slide 
scanner can be converted to carry 
color film as well for $9,000 addition- 
al. Or a three-Vidicon film chain can 
be purchased for $26,000, complete. 
Again, delivery is promised within 30 
days. 


Two Color Projects 


Television Specialty Co., New 
York: This company is currently con- 
fining its color activity to two projects. 
The first is production of color motion 
picture film equipment—cameras and 
processing, cutting and editing equip- 
ment and the like. Television Specialty 
packages its equipment, training 
courses for the station personnel to 
use it and consultation service—all 
for local color origination of film. 

Its second project is the develop- 
ment of a rear-screen projector with 
“sufficient illumination to provide an 
entirely adequate” rear-projection 
scene for pickup with the color camera. 
This is being developed in cooperation 
with two tv networks, should be ready 
early this year. 

Tel-Instrument Co., Inc., Carl- 
stadt, N. J.: Minimum needs for net- 
work color are a color stabilizing 
amplifier, a color monitor and a color 
distribution system. Tel-Instrument 
Co. manufactures all those items ex- 
cept the first. Approximate cost of 
such a complement is $4,000. 

Local origination of color requires 
—in addition to the cameras necessary 
for slides, film or local live programs 
—encoders, color sync generators, 
color bar generators, appropriate test 
and switching equipment. Says Martin 
Silver, manager of the 
Equipment Division, “We manufacture 


Broadcast 


all this equipment with the exception 
of the cameras.” Approximate cost of 
the Tel-Instrument package for local 
slide origination is about $45,000; for 
slides and film, about $65,000. 

The Tel-Instrument sales 
Mr. Silver explains, has been “bright 
to date.” Recent customers include 
wess-tv New York, KNxt Los An- 
geles, WCAN-TV Milwaukee and WVET- 
TV and WHEC-TV Rochester. 


picture, 
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w syndicated TV series 











HOMER BELL” 


You feel its heartwarming humanity and enjoy its 
happy twists of plot. And no one in all the world of 
the theatre so captures that “feel of America”, makes 


it live so lovably, so genially, so memorably as Gene 
Lockhart. 

Through 39 half hour episodes, he lives to the full 
the home and professional life of a fine engaging man. 
And he creates a warm response for your name and 
your product. 


NBC FILM DIVISION 


SERVING ALL SPONSORS ... SERVING ALL STATIONS 


30 Rockefeller Plaza, N. Y. 20 
Merchandise Mart, Chicago, Ill. * Sunset & Vine Sts., Hollywood, Calif. 
In Canada: RCA Victor, 225 Mutual St., Toronto; 1551 Bishop St., Montreal 
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IF YOU ARE OVER 45 
and your wife keeps insist- 
ing that you should have 
two chest x-rays every year... 
don’t blame her. Thank her! 
Semi-annual chest x-rays 
are the best “insurance” you 
can have against death from 
lung cancer. 


The cold fact is that lung 
cancer has increased so 
alarmingly that today you 
are six times more likely to 
develop lung cancer than a 
man of your age 20 years 
ago. Our doctors know that 
their chances of saving your 
life could be as much as ten 
times greater if they could 
only detect lung cancer be- 
fore it “talks”’... before you 
notice any symptom in your- 
self. That’s why we urge you 
to make semi-annual chest 
x-rays a habit—for life. 


To see our new life-saving 
film ““The Warning Shadow” 
call the American Cancer 
Society office nearest you or 
simply write to “Cancer” in 
care of your local Post Office. 


American 
Cancer 
Society 
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First films 
Top film shows for November—compiled by ARB 


10-CITY WEIGHTED AVERAGE 





| & E 
Rank| Title and Distributor | Rig.) = § 3 3 
| = RS S S 
1 | epee Flamingo | 23.6 40.4(1) 21.265) | 17.9(8) | 25.8(5) 
| | 
: | Badge 714 NBC | 19.3 } 15.4(9) |17.9(8) | 18.9(5) | 21.6(7) 
3 | Annie Oakley CBS 17.2 | 20.1(7) | 20.3(7) | 18.9(5)  31.0(2) 
4 Cc Hickok Flamingo 165 16.5(8) |17.4(9) | 19.8(4) /21.2(8) 
5 | Range Rider CBS | 148] — | 37.4(1) | 12.3 | 26.8(4) 
6 | Liberace Guild | 14.3 1 20.2(6) |21.4(3) | 14.3 31.8(1) 
= | Mr. District Attorney zie] 12.9 | 29.9(2) 128 | 14.3 14.7 
8 |I Led 3 Lives Ziv | 12.14 7.7 | 36.4(2)| — _ 
9 | Cisco Kid Ziv | 11.5 ] 13.9 — | 18.6(7) | 28.1(3) 
10 | Abbott, Costello MCA | 11.3] 7.4 | 9.9 7.9 | 23.4(6) 
11 | Racket Squad ABC 10.7 [25.5(3) | — | 92.2(3) | 9.7 
12 | Janet Dean MPTV 10.5 = | 9.6 22.5(1) | 16.9(9) 
| | 
13 | Waterfront MCA 10.0] 8.6 | ee | ee 
14 | Foreign Intrigue Reyns. 9.3 — 14.3 | 7.7 | 13.1 
15 | Ramar of Jungle TPA | 8.9} 14.4(10)| 9.6 | 5.7 | 15.8(10) 
16 | Kit Carson MCA 8.8 | 23.7(4) | 15.9(10)| — /15.3 
17 | Hopalong Cassidy NBC | 8.7 — 10.3 8.4 | sisi 
18 | Favorite Story Ziv 8.2 §21.1(5) | 9.1 15.0(9) | 10.9 
19 | Boston Blackie Ziv 8.2) — 21.4(3) 9.3 10.2 
20 | My Hero Official 5.9 — — 9.6 | — 




















| 
| 





fo 

; AQ | 
—_—— 
27.1(3) } 19, 
28.1(2) F 
15.0 19, 
28.4(1) } 16. 
12.9 6. 
14.1 5. 
| 19.1(8) [15 
13.9 16 
| 27.0(4) |} 6 

| 
19.5(6) || 8 
15.7(10) § 10 
11.6 7 
15.4 5 
- é 
— 12 
8.2 é 
15.4 § 
3.8 I 
13.2 g 
— l€ 
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Rating for city is followed by rank of program for that market, given in parenthesis. Programs 











ARB | for Television Age 


In SEATTLE, TACOMA and 
the PUGET SOUND AREA 


CHANNEL 
ELEVEN 





New York 
Philadelphia 
San Francisco 
Washington 






Detroit 
| Los Angeles 





7.1(3) fy9.8(4) | 24.6(1) | 24.2(1) | 25.6(2) | 26.6(1) 





8.1(2) }}33.2(1) | 10.0(8) | 15.8(7) | 30.0(1) | 23.9(4) 


[5.0 19.2(5) | 11.4(5) | 16.7(6) | 21.3(8) | 16.2(7) 





316,000 WATTS 


8.4(1) }16.4(8) | 10.2(7) | 12.1 21.1(9) | 24.7(2) ANTENNA HEIGHT 
| 1000 FT. ABOVE SEA LEVEL 














| 
| | 
12.9 60 | 13.1(2)|/11.4 | 23.4(3)| 5.0 
4.1 51 | 9.5(9) | 21.0(3) | 21.6(7)| 63 = | 
| 
| | 
19.1(8) }15.5(10)| 6.0 | 13.5 22.8(4)| 93 | 


3.9 116019) | 68 | 14.6(9) | 175 | 18.4(6) 
| 


| 
| 















7.0(4) } 61 | 3.1 15.8(7) | 149 | 15,9(8) | 
| | | 
19.5(6) | 82 =| 11.6(4)|106 | 66 | 106 
5.7(10) $105 | 7.3 | 65 115 | 12.1(9) 
| | | 
16 | 74 62 |75 |191 | ss | 
| | Mp racom 
| | 
5.4 [58(2) | 6.5 | 23.3(2) | 128 ba ee: al , 
| oe | WS 
— a6 | 2 |171(5) | 119 | 84 % Formers 
| | | | V>, 
_ 125 - | | Oy, hg 
5 | 65 |11.7 |108 | 18.6(5) | Re pik oO 
| | | | | POPULATION: 
8.2 81 | 8.1 | 94 | 180 bee | OF ALL TV STATIONS IN THE 
| | | FABULOUS PUGET SOUND AREA 
54 85 | 38 |14.0(10)| 19.3 | 24.1(3) ONLY KTNT-TV COVERS ALL 5° 
| | | CITIES IN ITS “A” CONTOUR 
3.8 10.8 | 5.7 | — | 13.8 | ae *Seattle, Tacoma, Everett, Bremerton, Olympia 
| | “The Word Gets Around . . . Buy Puget Sound” 
13.2 9.3 | = | 18.3(4) | 74 | — Represented Nationally by WEED TELEVISION 
| 
— }167(7)| 39 | 69 | 72 | 4.6 


Programs | in fewer than seven markets are not included. 
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NEW YORK, 233 W. 49th ST., N.Y.C., Cl 5-5044 
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DETROIT, 16603 E. WARREN RD., TU 5-5811 


DALLAS, 4745 N. CENTRAL EXPRESSWAY, JU 3150 


SALT LAKE CITY, 212}, 





ATY, 212 











THE BIG PLAYBACK... 


TV’s most exciting all-sports show! 


Available first run —in many markets. Omaha, and real sock ratings all across the country. 





Sponsored by The Ethyl Corporation (through @ Each show features celebrities such as Joe Louis, 
B.B.D.&0.) in 55 cities for the past two years, this The Four Horsemen of Notre Dame, Eddie Arcaro, 
quarter-hour TV film series is immediately available Jackie Robinson, Sammy Snead, Doc Blanchard, 
in all markets at a price that can’t be beat. This is the Florence Chadwick—and hundreds of others. 
show that cost this important advertiser less than 90¢ 
per thousand viewers. eJimmy Powers, famed sports writer, and Bill Stern, 

noted sports commentator, give you 52 all-request 
@ It’s the highest rated quarter-hour sports show programs...the greatest moments in sports. Write, 
in more than twenty major cities...racking up a wire or telephone us at once for the status of THE 


38 in Tulsa, 24 in Indianapolis, another 24 in ¢) BIG PLAYBACK in your area. 





4 al 
TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORPORATION, 233 WEST 49th STREET, NEW YORK 19, N.Y. « CIRCLE 5-5044 


The only company providing advertisers with Hollywood and New York custom 
produced national shows, syndicated programming, and commercials—all on film. 


BEASON BLDG.. PHONE 3-3903 SAN FRANCISCO, 995 MARKET ST., DO 2-1060 ATLANTA, 3130 MAPLE DRIVE, N.E., EX 6100 CHICAGO, 230 N. MICHIGAN, FR 2-3696 
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Green- 
backed 
thumb 





A rose bursts into 
bloom before your eyes 
by means of the 


time-lapse technique. 





ix years ago John Nash Ott turned 

his back on a comfortable execu- 
tive job at the First National Bank of 
Chicago and hitched fame, fortune 
and future to an up-and-coming in- 
dustry called television. 

Since then he has parlayed two hob- 
bies — time-lapse photography and 
gardening—into a tv program and 
film enterprise, John Ott Pictures, Inc., 
which grossed close to $200,000 last 
year. The gross in 1948, the first year 
of operation, was $25,000. 

Ott’s “home-made” tv program is 
How Does Your Garden Grow? It be- 
gan inconspicuously as a one-station 
how-to-do-it vehicle for Chicago-area 
green thumbers in April 1951, over 
WNBQ. Twenty-six stations reaching 
from Oregon to Delaware had _ the 
show last season. This year’s line-up 
should double that number and hoist 
estimated gross earnings of John Ott 
Pictures, Inc. to a happy $500,000. 

Ott’s tv garden show contains a 
“plus” that places it in a class by itself. 
This extra is time-lapse (TL) pho- 
tography, a film technique that makes 
televiewers’ eyes pop. TL films acceler- 
ate slow growth of plants so that the 
life cycle of a rose, for example, is 
completed—bud to bloom—in a 
minute or two. 

Walt Disney dubbed Ott’s TL foot- 
age into the Oscar-winning Nature’s 
Half Acre, and more will appear in 
the up-coming Secrets of Life. Ott’s 
TL films of growing things are spec- 





John Ott’s time-lapse cameras bring plants — and profits — into bloom 


tacularly beautiful. But they are also 
commercial, a dramatic new advertis- 
ing tool for television. 

A weed killer, for example, knocks 
out a dandelion in a week or two. TL 
films show the action in seconds. The 
beneficial effects of fertilizers on plants 
can be demonstrated just as vividly. 


The accelerated action drives home 


the commercial message with a wallop 
that jolts even the most phlegmatic 
viewer. 

Swift & Co. (Vigoro, End-O-Weed, 
etc.) has sponsored How Does Your 
Garden Grow? in Chicago continu- 
ously since 1951 and, this year, back- 
ed it coast to coast. Since most garden 
and flower enthusiasts are substantial 
citizens with homes and families, the 
program also lures participating 
sponsors unallied to horticulture such 
as Carson, Pirie, Scott & Co., a lead- 
ing department store, and Lawn Sav- 
ings & Loan association, both of 
Chicago. 


Still a Home Industry 


Ott, tall (6’ 4”) and slightly shy at 
44, started his TL hobby at 18 with a 
second hand movie camera and an 
automatic timer made from an old 
kitchen clock. Today his facilities and 
equipment, unmatched anywhere, plus 
his bank of TL films accumulated over 
20 years, are assessed at close to 
$500,000. Yet John Ott Pictures, Inc.. 


remains a “home industry.” His of- 


(Continued on page 91) 








Film Sales 


January is the usual time for re- 
newals, but it can also prove to be a 
month of disappointing cancellations. 
If the first month of 1955 was an in- 
dex of this year’s film business, how- 
ever, the future should sparkle. Many 
film contracts have been reinstated. 

A recent announcement from the 
NBC Film Division, for instance, 
shows that Badge 714 B, which is the 
re-run of the re-run of the network’s 
top rater, has been sold in an impres- 
sive total of 104 markets. At the same 
time, the network pointed out that 
Badge 714 A has been sold to a gigan- 
tic number of 173 markets. 

Although it is generally recognized 
that this series has more-than-average 
public appeal, these sales nevertheless 
point up the potency and acceptance 
that reissues have achieved. And, s 
nificantly, the volume scored by Badge 
714 A and B is not the exception in 
the syndicated field. Instead, it seems 
to be the rule. 

The continued success of re-runs has 
added import for the field, for, as lead- 
ing executives have continuously ex- 
plained, the second (or third) time 
around is still the decisive factor in 
syndicators’ profits. 

Further, the healthy status of re-runs 
bodes well for the sponsors who use 
them. The syndications continue to get 
surprisingly high ratings—often sur- 
passing those of the original showing. 
And not only do they provide effective 
programming for a commercial mes- 
sage. They also deliver the yield at 
lower cost and, in contrast to a new 
and untried property, at little risk. In- 
terestingly, reruns are considered 
“ideal” for daytime programming, 
and, in the case of Westerns and many 
adventure films, they are moving 
steadily—and effectively—into the time 
slots reserved for children. 


CBS-TELEVISION FILM SALES, INC. 


Amos ’n’ Andy 


KTVA-TV —— rs Alaska, Rexall Drug 
Co. (Renewal);, NCT-TV Greenville, 
Carolina Sales Inc. pA al (Renewal) ; 
WSIL-TV Harrisburg, Ill., Fredman Fur- 
niture Co., (Renewal); WJHL-TV Johnson 
City, Free Service Tire Stores; KLAS-TV 
Las Vegas, Hallicrafter Radio & TV; WCOV 
Montgomery, Southland Provision Meat 
Packers; WEEU-TV Reading; KSLA-TV 
Shreveport. Shreveport Refrigerating Co. 


Gene Autry 

WHIO-TV wvayton, Miami Valley Milk 
Producer's Assoc. ; ROD-TV El Paso, El 
Paso Natl Bank, (Renewal); KFBB-TV 
Great Falls. Mont., Beatrice Foods, (Re- 
newal); WDTV Pittsburgh Pa., Kellogg: 
KXJB-TV Valley City, N. D., Regan Bros. 
Co., Bakers. 


Crown Theatre 
WEEU—TV Reading. 


The Files of Jeffrey Jones 
WEEU-TV Reading; Kadio Janst Stock- 
holm, Sweden. 


Art Linkletter and the Kids 
KGLO-TV Mason City, Iowa, Sedars Mo‘or 
Co., (Renewal); WEEU-TV Reading. 


Newsfilm 
KRBC-TV Abilene; KGGM-TV_ Albuquer- 
que; KFOA-TV Amarillo; WFBG-TV Al- 
toona, Pa., (Renewal); WMAR-TV Balti- 
more; WABI-TV Bangor; WCIA-TV Cham- 
paign, Ill.; WBNS-TV Columbus, 0O.; 
KROD-TV El Paso; WEHT Evansville, 
Ind.; WICU-TV Erie; KTAG-TV Lake 
Charles WJAC-TV Johnstown, Pa 
HBQ-TV Memphis; WOAY-TV Oak Hill. 
Wy Va.: WDTV Pittsburgh, Pa; KZTV 
Reno; WSLS-TV Roanoke: WNOW-TV 
York, (Renewal). 


Annie Oakley 

WBZ-TV Boston; WTVN-TV Columbus, O.; 
WXYZ-TV Detroit, Chuckles; WFMY-TV 
Greensboro, N. C., Bristol Meyers; KEYT- 
TV Santa Barbara, Canada Dry & Laura 
Scudder; KING-TV Seattle, Carnation Milk, 
(Renewal); WTTG-TV Washington. 
B.&B. Enterprises, makers of TV Time 
Popcorn, sponsoring ir the following mar- 
ke’'s: WBKB Chicago. KMJ-TV Fresno. 
KLAS-TV Las Vegas, KTTG-TV Los An- 
geles, WCBS-TV New York, KOIN-TV 
Portland. Ore., KHQ‘-TV Quincy, IIl.. 
WHAM-TV Rochester N. Y., KCCC-TV 
Sacramento, KGO-TV San Francisco, KING- 
TV Seattle. 


The Range Rider 

KTVA Anchorage, Sunrise Bakery, (Re- 
newal); WKNB-TV New Britain, Qee.. 
Martin-Resol Inc., (Renewal) : PTZ 
Philadelphia, (Renewal); KOIN- TV pt 
land, Ore., Langendorf United Bakeries, 
(Renewal); WHAM-TV Rochester, N. Y.., 
Keebles Biscuit Co.: WTOP-TV Washinz- 
ton, (Renewal); WILK-TV Wilkes-Barre, 
Farmers Co-op Dairy, (Renewal): KIMA- 
TV Yakima, Langendorf United Bakeries, 
(Renewal); Radio Janst Stockholm, Sweden. 
The Whistler 

WFBM-TV Indianapolis Fehr's Beer; 
WEEU-TV Reading. 

Block Drug Co. sponsoring in following 
markets: WMAR-TV Baltimore, WDSU-TV 
New Orleans, KFMB-TV San Diego, WSYR- 
TV Syracuse. 


INTERNATIONAL NEWS SERVICE 


Telenews Daily 
WFBM-TV Indianapolis. 
Telenews Weekly 


WISH-TV Indianapolis, General Tire & 
Rubber Co. 





NBC’s The Falcon 


This Week in Sports 

Bethlehem Steel Corp. sponsoring in fol- 
lowing markcts: WBAL-TV Baltimore, 
WFIL-TV Philadelphia, WTTG Washington 
Creole Petroleum sponsoring in following 
merkets: WAPA-TV San Juan, P. R 
YVKS-TV Caracas, Verez 


INTERSTATE TELEVISION CORP. 


Little Rascal Comedies 
WABT Birmingham; WEWS Cleveland; 
WPIX New York; WPTZ Philadelphia 


NBC FILM DIVISION 
Badge 714 A 


KALB-TV Alexandria, Va KFSA-TV Fort 
Smith, Ark.; WSVA-TV Harrisburg, Va 
Gunther Peer. 

Badge 714 B 

KOB-TV Albuquerque; WBAY-TV Green 
Bay; KID-TV Idaho Falls, Idaho; WNH® 
TV New Haven; WREX-TV Rockford, Il! 
WTOC-TV Savannah, Star Laundr y; KANG 
TV Temple-Waco, Texas 

Captured 

KOCN-TV Lincoln: KEYD-TV Minn.-St 
Paul; WSFA-TV Montgomery, Ala.; KPHO- 
TV Phoenix. 

Dangerous Assignment 

KOB-TV Albuquerque: WFBM-TV Indiana 
polis; WTVH-TV Peoria. 

The Falcon 

WMT-TV Cedar Rapids, Iowa: WNBQ-TY 
Chicago; WDAK-TV Columbus Ga.: KLAS 
TV Las Vegas: KEYD-TV Minn.-St. Paul 
WSFA-TV Montgomery, Ala.: WPTZ-TV 
Philadelphia, Piels Beer; WFLA-TV Tampa 
Feature Films 

WSJV-TV Winston Salem 

Hopalong Cassidy—Half Hour A 
WBZ-TV Boston; WBAP-TV Dallas-F* 
Worth; WDAY-TV Fargo; KARK-TYV Li‘tle 
Rock; WKY-TV Oklahoma City: KTXL 
San Angelo, Texas, H Rosenberger & 
Assoc. Ist Savings and Loan Assoc.; WTOC- 
TV Savannah, Ga., Foremost Dairv 
Hopalong Cassidy—Half Hour B 
WBAP-TV Dallas-Ft. Worth: WDSM-TV 
Duluth, Superior; WKY-TV Oklahoma City; 
WDBO-TV Orlando, Foremost Da'ry 
Hopalong Cassidy—Hour 
WBAP-TV Dallas-Ft. Worth. 

Homer Bell 

KOMO-TV Seattle-Tacoma 

Inner Sanctum 

WTVI-TV_ Belleville Ill. Seymour  1-'0 
Gasoline; WCPO-TV Cincinnati; KDAL-TV 
Duluth, Seymour 1-10 Gasoline; WK1IG- 
TV Ft. Wayne; KTTV Los Angeles; WSF4- 
TV Montgomery, Ala.: WDBO-TV Orlando. 
Marlin Brewing: KWK-TV S*. Louis, Sey- 
mour 1-10 Gasoline. 

Life of Riley A 

KIVA-TV Yuma. 

Life of Riley C 

KFSD-TV San Diego. 

Paragon Playhouse 

KOB-TV Albuauerque: KIDO-TV Boise 
Purity Biscuit; WNBOQ-TV Chicago: WSFA- 
TV Montgomery; KPHO-TV Phoenix 
Victory at Sea 

WLBT Jackson, Miss.; KSTP-TV Minnea- 
polis; WSFA-TV Montgomery, Ala 

The Visitor 

KOB-TV Albuquerque ; KRMT-TV_ Bean 
mont: KROD-TV F! Paso: WSFA-TV Mont 
gomery, Ala.; KPHO-TV Phoeni 

Watch the World 

WNAC-TV Boston; WTM! Milwauke* 
Greyhound Bus Lines; WSFA-TV Mont 
romery. ; 

Weekly News Review 

WRTV Charlotte, Walter Klein; KOMO-TV 
Columbia. Mo. ;: WFAA-TV Dallas-Ft. 
Worth: KTVH Hutchinson, Kan.; KLAS-TV 
Las Vegas: KOLN-TV Lincoln: KEYD-TV 
Minn.-St. Paul; WRGB-TV Schenectady 


OFFICIAL FILMS, INC. 


Colonel March of Scotland Yard 
WNEX-TV Macon, Ga.;: WKNB-TV New 
Britain, Conn.; WGAN-TV Portland, Me.; 
KSD-TV St. Louis. 

My Hero 

KID-TV Idaho Falls, Idaho: WMCT Mem- 
phis; WSIX-TV Nashville ; KPHO-TV 
Phoenix. 

Secret File USA 

WNEX-TV Macon, Ga. 


(Continued on next page) 
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Film Sales (continued) 


The Star and the Story 


KFDA-TV Amarillo; KTBC-TV Austin; 
KOA-TV Denver; KLRJ-TV Las Vegas; 
KTTV Los Angeles; KCBD-TV Lubbock, 
Texas; WNEX-TV Macon, Ga.; KMID-TV 
Midland, Texas; WCCO-TV Minneapolis: 

WCOV-TV Montgomery, Ala.; WSIX-TV 
Nashville; WOAI-TV San Antonio; KRON- 
TV San Francisco. 


Terry and the Pirates 


KFDA-TV Amarillo; WMCT Memphis; 
WSIX-TV Nashville; KPHO-TV Phoenix; 
WTOP-TV Washington. 


Time for Tune-O 
WNEX-TV Macon, Ga. 
Town and Country Time 


WNEX-TV Macon, Ga.; WGAN-TV Port- 
land, Me. 


SCREEN GEMS, INC. 
All-Star Theatre 


WWTV Cadillac, Mich., Drewry's Ltd.; 
KLZ-TV Denver, (Renewal); KDAL-TV 
Duluth; KVAL-TV Eugene, Ore.; WLBT 
Jackson, Miss., (Renewal); WKZO-TV 
Kalamazoo, Drewry'’s Ltd.; WTHI-TV 
Terre Haute, Ind., Kruger Markets, (Re- 


newal); KLTV Tyler, exas, Mayer and 
Schmidt Dept. Store & Swan Furniture; 


eslaco, Texas, H. E. D. Food 
Stores; WMFD-TV Wilmingion, N. C., 
White Ice Cream and Milk, (Renewal). 
Library sponsoring in following markets: 
WEAU-TV Eau Claire, Wisc.. KPHO-TV 


Phoenix, KOMO-TV Seattle, WFMJ-TV 
Youngstown, O. 
Big Playback 
KFBB-TV Great Falls, Mont., Triangle 


Chevrolet Dealers Assoc.; KIDO-TV Boise. 
Jet Jackson 


WWTV Cadillac, Mich.; KID-TV Idaho 


Falls, Idaho; WHYN-TV Springfield, Mass., 
LaSalle Ice Cream. 





Each frame — each scene in the print must be perfectly matched to assure an out- 


standing film production. Leading producers, directors and cameramen know that Precision 


processing guarantees that individual attention. 


Skilled hands and exclusive Maurer-designed equipment are teamed to bring these perfect 


results to each Precision print. Even more important, continuing research constantly 


improves techniques that are already accepted as unequalled in the field. 


In everything there is one best.. 


-in film processing, it’s Precision. 





A division of J. A. Maurer, Inc. 
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Screen Gem’s All-Star Theatre 


Rin Tin Tin 

KLAS-TV Las Vegas, Rancho Grande 
Dairy; WGEM-TV y of Ill., Pepsi-Cola 
Bottling Co.; WSLS-TV Roanoke, Green 
Hill Meat; KVTV Sioux City, Pilley’s 
Dairy; KFDX-TV Wichita Falls, Texas. 


Top Plays of 1955 


KGNC-TV Amarillo; WCSC-TV Charleston, 
S. C., South Carolina Electric & Gas o. 


TELEVISION SCREEN 
PRODUCTIONS, INC. 


Jim and Judy in Teleland 
WCPO-TV Cincinnati; WFAA-TV Dallas; 
KTTV Los Angeles; KRON-TV San Fran- 
cisco; WKAQ-TV San Juan, P. R. 


UNITED WORLD FILMS, INC. 


Headlines on Parade 


WPTZ Philadelphia; WNAO-TV Raleigh, 
N. 


Going Places 

WNAO-TV Raleigh, N. C. 
Sportscholar 

KSL-TV Salt Lake City. 
Stranger Than Fiction 


KVAL-TV Eugene, Ore.; WTVH-TV Peoria; 
Ill.; WNAO-TV Raleigh, N. C. 


WINIK FILMS, INC. 


Madison Square Garden 


KBOI-TV Boise; WKRC-TV_ Cincinnati, 
Cincinnati Times-Star; WITV-TV_ Ft. Lau- 
derdale, Superman Motors; KGMB-TV 
Honolulu, Tidewater Assoc. Oil Co. : 
WNHC-TV New Haven, Dodge Div. of 
Chrysler Corp.; WRCA-TV New York, 
Chrysler Dealers; WJNO-TV Palm Beach, 
Smith Ford & Lido Pools; WSBT-TV South 
Bend; CSCB-TV Sydney, Canada; Nippon 
Hoso Kyokai Tokyo, Nagoya & Osaka, 
Japan. 


Commercial Sales 


ACADEMY PICTURES, INC. 


(New York) 


fompleted: Pan American World Airways, 
Meet the Press—opening and closing, J. W. 
Thompson; Johns-Manville Corp., Meet the 
Press—opening and closing, J. Ww. Thomp- 
son; Procter & Gamble Co., Prell, Benton 
& Bowles; Colgate-Palmolive Co., Palmolive 
Shave Cream, a Bates; Gulf Oil Corp., 
Gasoline, Y & R 

In Production: Simmons Company, ‘“‘Hide- 
A-Bed”’ Y R; N. Telephone : 
BBD & O; Gulf Oil Corp., Gasoline, Y & R 
Colgate- Palmolive Co.; | Instant  Shave.: 
Lennen & Newell; P. Ballantine & Sons, 
Eddie Cantor Show—opening and closing, 
J. W. Thompson. 








Film Commercials (conva) 


AMERICAN FILM PRODUCERS 


Completed: U. S. Nurses’ Corps, Recruiting 
Dancer-Fitzgerald-Sample; Bendix Aviation 
Corp., Douglas Edwards With the News— 
opening and closing, Earle Ludgin. 

In Production: Women's Army Corps, Re- 
cruiting, Dancer-Fitzgerald-Sample. 


A. T. V. FILM PRODUCTIONS, INC. 


Completed: Procter & Gamble Co., Shasta, 
Biow-Beirn-Toigo; Standard Brands, Inc., 
Chase & Sanborn Instant Coffee, Compton; 
Procter & Gamble Co., Crisco, Biow-Beirn- 
Toigo; Procter & Gamble Co., Crisco, Comp- 
ton. 

In Production: Standard Brands, Inc., Chase 
& Sanborn Instant Coffee, Compton; Proc- 
ter & Gamble Co., Fireside Theatre—Crisco 
& Ivory formats, Compton; Procter & Gamble 
Co., Crisco, Compton; Procter & Gamble 
Co., Crisco, Biow-Beirn-Toigo. 


GEORGE BLAKE ENTERPRISES, 
INC. 


Completed: Colgate-Palmolive-Peet Co., 
Palmolive Shave Cream, Ted Bates; General 


Foods Corp., Sanka Coffee, Y&R; Gros- 
singer's Rye Bread, BBD&O; Piel Bros., 
Beer, Y&R; General Electric Co., BBD&O; 
Marlboro Cigarettes, Leo Burnett; R. J. 
Reynolds Tobacco Co., Camel Cigarettes, 
Wm. Esty; Elgin National Watch Co., 
Y&R. 

In Production: Simmons Company, ‘‘Hide- 
A-Bed,”’ 


GOLDSWAN PRODUCTIONS, INC. 
(Sound Tracks) 


In Production: National Biscuit Co., Sil- 
houette Crackers, McCann-Erickson; General 
Baking Co., Bond Bread, BBD&O; Lance, 
Lance Crackers, D'Arcy. 


KLING FILM PRODUCTIONS 


Completed: Green Giant Co., Peas & Niblets, 
Leo Burnett; Fred W. Amend Co., Chuckles 
Candies, Henri, Hurst & MacDonald; Atlan- 
ta Baking Co., Holsum Bread, W. E. Long 
& Co.; Ivano, Inc., R & R; Dearborn Chem- 
ical Co., Plumite, R & R. 

In Production: Swift & Co., Chicken & 
Bacon, McCann-Erickson; Helene Curtis In- 
dustries, Inc., Hair Preparation, Gordon 
Best; Kelsey TV, Electric Dryers; Reelfoot 
Hams, Noble Drury & Assoc.; Household 
Refrig. Equip., Frigidaire, Foote, Cone & 
Belding; Milnot Co., Food Product, McCann- 


Erickson; Package Masters; Gibson Re- 
frigerator Co., Air Conditioners, Henri, 
Hurst & MacDonald. 

LALLEY & LOVE, INC. 

Completed: Procter & Gamble Co., Dash, 


Compton; General Mills, Inc., Sperry Pan- 
cake Mix, Dancer-Fitzgerald-Sample; Seeck 
& Kade, Inc., Pertussin, McCann-Erickson; 
Dairymen’s League Cooperative Sales As- 
sociation, Inc., Milk, Ketchum, MacLeod & 
rove; American Safety Razor Corp., Gem 
Razors & Blades, McCann-Erickson. 








The 
The 
The 


Market 
Power 
Set-count 
The Facilities 
The Know-how 
for efficient 
sales in 
tobaccoland 


WNHCT PRIMARY CBS AFF. 


Greenville, N. C. 
100,000 watts full time 
A. Hartwell Campbell, Gen. Mgr. 
John E. Pearson Co., Inc., Nat'l Rep. 


Grcnoita HC 
channel ye 


Sersony bene 











Sarra uses Sam Snead 


LOUCKS & NORLING STUDIOS, 


INC. 
Completed: Goodyear Tire & Rubber Co., 
Inc., Tires, Y & R; Simplicity Pattern Co., 
Inc., Patterns, Grey. 
In Production: Goodyear Tire & Rubber 
Co., Inc., Tires, Y & R; Gillette Safety 
Razor Co., Razors, Maxon. 
SARRA, INC. 
Completed: Eastman Kodak Co., Eastman 
Products, J. Walter Thompson; Lever Bros. 
Co., Lux Liquid Detergent, J. Walter 
Thompson; Lever Bros. Co., Lux Toilet 


Soap, J. Walter Thompson; Bulova Watch 
Co., Watches, Bulova Watch Co. 

In Production: Lever Bros. Co., (Canada), 
Blue Surf, J. Walter Thompson; The Pil- 
sener Brewing Co., P.O.C. Beer, Clifford A. 
Kroening, Inc.; Cat's Paw Rubber Co., Cat- 
Tex Rubber Heels & Soles, The S. A. 
Leyyne Co.; Continental Baking Co., Inc.; 
Hostess Twinkies, Ted Bates; Kraft Foods 
Co., Parkay Contest, Needham, Louis & 
Rrorby; The American Tobacco Co., Lucky 


Strike Cigarettes, BBD&O; Campbell Tag- 
gart Associated Bakeries. Colonial Brand, 


Campbell Taggart Associated Bakeries, 
SCREEN GEMS, INC. 


Completed: The Coca Cola Co., D'Arcy; 
Swans Brothers, Sunbeam Bread; Colgate- 
Palmolive Co., Veto Spray Deodorant, 
Bryan Huston; General Mills, Inc., Wheat- 


ies, Reeves-Knox; Hudnut Sales Co., Inc., 
Richard Hudnut Pin-Quick, Kenyon & Eck- 
harat. 

FLETCHER SMITH STUDIOS 


Completed: F. W. Fitch Company, ‘‘Ideal”’ 
Hair Tonic, Harry B. Cohen; E. & J. Gallo 
Winery, Wines, Carlo Vinti; Quality Bakers 
Assoc., Sunbeam Bread & Stroehman’s 
Bread, QBA; Westinghouse Electric Corp., 
McCann-Erickson. 

Tn Production: Amana Refrigeration Co., 
Freezers & Air Conditioners, Maury, Lee & 
Marshall; Vick Chemical Co., Medi-Foam 
Antiseptic, Morse International 


TV SPOTS ,INC. 


Comple*ed: WRCA-TV, Allyn. Edwards 
Show, NBC; Rosefield Packing Co., Skippy 
Peanut Butter, Guild, Bascom & Borfieli: 


Household Finance Corp., Needham, Louis 
& Brorby. 

In Production: American Dairy  Assn., 
Campbell-Mithun, Inc.; Purex Corp. Ltd., 
News, Foote, Cone & Belding; Quality 
Bakers, Sunbeam Bread & Gordon's Bread, 


Philip S. Boone & Assoc.; San Francisco 
Brewing Co., Burgermeister, BBD&O; Tex- 
on, Inc., Shoes, Fuller, Smith & Ross; Bard- 
ahl Mfg. Corp., Oil, Miller, Mackay, Hoeck 
and Hartung; Wisconsin Independent Oil 
Co., Wisco Gasoline, W. Doner. 


VIDEO PICTURES ,INC. 


Completed: Benrus Watch Co., Biow, Beirn 
& Toigo; General Motors Corp., Oldsmo- 
bile, D. P. Brother: General Motors Corp., 
Oldsmobile, D. P. Brother; Noxema Chem- 
ical Co., Noxema, S.S.C.&B.: Sterling Drug, 
Tnc., ZBT Baby Powder, Carl S. Brown; 
Sterling Drug, Inc., Ironized Yeast, Thomp- 
son Koch. 

In Production: Speidel Co., Watch Bands, 
S.S.C.&B.; America Home Products Corp., 
Aero Shave. Gever; The Simoniz Co., Bodv- 
sheen, S.S.C.&B.: United Gas, _ Bozell, 
Jacobs; Griffin Mfg. Co., Inc., Sho2 Polish, 
Bermingham, Castleman & Pierce. 








In the SPOTlight 


current productions making 
sales records 





Client: National Broadcasting 


Company, New York 
The Allyn Edwards Show 





Agency: Miller, Mackay, Hoeck & 
Hartung, Seattle 


Client: Bardahl Oil 





Agency: W. B. Doner & Company, 
Chicago 
Client: Wisco Gasoline 





1037 N. Cole Ave., Los Angeles 38, Calif. 
Telephone Hollywood 5-5171 


New York Office: Miss Dorothy Johnson 
Plaza 5-4807 
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Advertisement 


T. V. story board 


A column sponsored by one of the leading film producers in television 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


Here, in this highly creative series by Sarra for Stopette, is proof-positive that 
TV commercials can sell the product and entertain too! Choreographer Dorothy 
Jarnac, in a dance of brilliant pantomime, brings to life the reasons why people 
should choose Stopette over all other deodorants. At all times, the product is sold 
competitively, not only as a deodorant but as an effective anti-perspirant and a 
soothing, gentle lotion spray. Produced by Sarra for Jules Montenier, Inc. 
through Earl Ludgin Company. 

SARRA, Inc. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 





“Stop Detergent Hands” is the theme of this hard-hitting series by Sarra for 
Jergens Lotion. A warm “human interest” opening of a little girl playing bride 
gets and holds attention and then blends gracefully into direct “hard sell”. The 
message emphasizes that laboratory tests prove that women who use detergents 
and care for their hands with creamier, fragrant Jergens Lotion have smoother, 
softer hands. Produced by Sarra for the Andrew Jergens Co. through Robert W. 
Orr Associates, Inc. 

SARRA, Inc. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 





Everyone loves to look at a baby (chick) is the theory behind this imaginative series 
of one minute and 20 second commercials by Sarra for Purina Chick Startena. 
Video opens with a shot of a child cuddling a chick and then alternates the package 
with views of broods of baby chicks. The message states that Startena is blended 
and balanced with the same care as a baby’s formula and contains all the anti- 
biotics, vitamins and minerals that baby chicks need for a healthy start in life. 
Produced by Sarra for Ralston Purina Co. through Gardner Advertising Company. 

SARRA, Inc. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 





Called “a remarkable, new medical discovery,” Defencin Tablets are excitingly 
introduced in these one minute and 20 second commercials by Sarra. An excellent 
x-ray negative of the human skull illustrates how this new medication penetrates to 
help fight the cold germ itself. The picture story lends strong support to the 
claim that if you’ve taken everything for a cold . . . now try Defencin. Strong 
package identification is stressed throughout. Produced by Sarra for Clayton Lab- 
oratories, through Gardner Advertising Company. 

SARRA, Inc. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 
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Commercials: Cont'd fram page 47) 


clients go all out for color?” George 
S. Gladden, Academy Pictures, New 
York, says, “This coming spring color 
will be with us in volume.” This com- 
pany has already made about 20 sub- 
jects in color film. 


“IT think it is the general consensus 
that it is about nine months early for 
any trend to serious thinking of the 
production of color spots,” says Reid 
H. Ray, president, Reid H. Ray Film 
Industries, St. Paul. “The big switch 
will be on at the end of the year or 
soon thereafter,” Mr. Lamm says in 
endorsement. 


Expect More Color 


A more distant view is taken by 
Robert Gross, producer, 
American Film Producers, New York. 


executive 


“We expect to be doing the greatest 
proportion of our work in color within 
Miss Jerrie Fredritz, 
production director of National Pro- 
Columbus, 0O., 


points out that to most business firms 


three years.” 


gramming Service, 
and agencies in the Columbus area, 
color is still entirely a novelty. How- 
ever, the company has done much color 
experimenting and anticipates that 
within two years it will be doing about 
50 per cent of its shooting in color. 

Another regional viewpoint is ex- 
pressed by Bernard Howard, president 
of Academy Film Productions, Inc., 
Chicago, which has produced eight 
color spots. “There is little ‘practical’ 
interest in color here,” he says. “Most 
of the spots we produce are seldom 
used in over 10 markets—the middle- 
size cities. When the number of tv sta- 
tions able to transmit color and the 
number of tv color sets in use warrant 
it, we shall produce color spets for our 
clients, too.” 

Harold L. Danson, director of tv at 
New York, 
expresses a philosophical point of view 
on the when of color. “Like death and 
taxes, color will come to all of us,” he 


National Screen Service, 


says. “But only the set manufacturers 
can propose and the public dispose as 
to when.” 

While producers disagree on wheth- 
er color is a force at this time there is 
unanimity in agreeing that it presents 


problems. 


One of these problems is whether it 


is better to shoot in color only or in 
both color and b&w. Lewis and Martin, 
Chicago, prefer the latter. They find 
that double shooting gives them op- 
timum density control and makes it 
possible to gear their spots, technical- 
ly, to tv’s requirements. They find 
b&w prints made from color originals 
are not as crisp as when they are made 
from b&w originals. Lee Blair, Tv 
Graphics, New York, concurs. So, too, 
does Harry S. Goodman Productions, 
New York. “We’ve had varying de- 
grees of success in transferring a color 
print to b&w,” testifies sales manager 
Everett F. Goodman. “But sometimes 
a color negative will give us a more or 
less washed out b&w print.” 

“From our experience,” says Kent 
Lane, “the best b&w prints are not 
made from color originals.” 

An opposite view is taken by Alex- 
ander Film Co., Colorado Springs, 
Colo. After 14 months work Alexander 
with their 
printer. This enables them to shoot in 
35mm and make 1l6mm_ reduction 
prints in both color and b&w. The 
company claims there is no loss in 
definition to the b&w print. If color 
prints are needed they can be made 


came up own reduction 


from the original color negative. 
Special Fine Grain 


Filmways’ Mr. Ransohoff advises 
that Du Art Film Laboratories Inc., 
New York, has developed a special 
b&w fine grain from the color original 
that is as good as if it were shot in 
b&w. 


using only color 


advocates 
Charles J. 


Basch, Jr., Television Screen Produc- 


Riviera Productions 
prints. 
tions, Inc., tells about a closed cir- 
cuit showing in which 12 people, in- 
cluding clients, agency men, network 
and production personnel, viewed in 
b&w both a color and a b&w print of 
the same subject, not knowing which 
projection was which. Nine preferred 
the b&w image of the color projection, 
the other three could not make up their 
minds as to which was better. 

Global Telefilms, Inc., New York, is 
another believer in color only. “In the 
not-too-distant future, everything will 
be shot in color,” says Global execu- 
tive Ralph N. Weil. “We made three 
color commercials and found that our 
biggest problem was to find a reduc- 


tion process in which the color will re- 


main true. We believe we have found 
the answer.” 

Sarra, Inc., New York and Chicago, 
whose experience in color photography 
has been invaluable in helping them 
find the answer for their tv production 
problems, urges color-caution. “You 
don’t just set up and shoot in color the 
same way you do in b&w,” explains 
Morris Behrend. “You’ve got to re- 
member that it will be used in b&w and 
some shades that come through fine in 
color will loose quality in b&w”. Then 
Mr. Behrend suggests that for color 
telecasting, one of the most important 
considerations is the matter of color 
arrangement. This is especially true of 
the sponsor’s product or package. 


Definition Critical Problem 


Graphics’ Lee Blair believes proper 
production definition is one of the 
most critical problems confronting 
color producers. “People, background 
and props come out fine,” Mr. Blair 
says. “But the jar, can, bottle, and the 
product itself sometimes don’t. Soft 
drinks, especially cola drinks, don’t 
look as the clients want them to when 
transmitted in color. This is an area 
which still needs much work.” 

Shamus Culhane, head of Shamus 
Culhane Productions, New York, a 
veteran of over 250 color productions 
(TELEVISION AGE, December 1954) is 
alarmed at the lack of 


shown by some agencies and clients in 


momentum 


starting color experiments. Trial and 
effort at this time are necessary, he 
urges, because color brings the graphic 
sales story closer to reality. Not only 
will the people and surroundings look 
more like they do in real life but so 
will the client’s product. Color filming, 
therefore, is a different form of ex- 
pression, he says. 
Schedules, too, will need revision, 
Mr. Culhane believes. Animation time 
will be longer—at least eight weeks 
b&w. Many 
colors present difficulties in reproduc- 


and less flexible than 


tion, clients will look at their long- 
time well-loved labels and packages 
and cry “That’s not 


ours!” 


with horror, 

Mr. Culhane believes the time for 
development of the right color pack- 
ages is now. Not when the avalanche 
comes and everyone is in a frenzy to 
commercial out “by 


get that color 


Friday morning at the absolute latest.” 
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Buster Crabbe... 
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FOREIGN LEGION 


Cullen “Cuffy’”’ Crabbe 























By Allah! This program has everything! 


The French Foreign Legion! The intriguing and 
mysterious desert. Native peoples and animals 
and customs. Unprecedented government coop- 


eration for highest authenticity. 


Add a name star like Buster Crabbe . . . and his 
son “Cuffy”, in a role children of all ages will 
envy ...and scripts that weave them all into top 
TV viewing—and you get a glimmer of the tre- 


mendous appeal of this program. 


Included in the package is a built-in merchandis- 
ing program featuring 36,000 free premiums for 
every market ordered: trading cards . . . auto- 
graphed photos of Buster and Cuffy . . . comic 
books ... membership cards and certificates. Plus 


free posters and special commercials, also free. 


It’s all absolutely free—and trouble free, when 


you buy the show. 


“Captain Gallant” is a show whose performance 
in the living room and at the cash register will 
delight every sponsor. For full details and avail- 


abilities, call, write or wire—fast! 


Television Programs of America, Inc. 





477 MADISON AVENUE, N. Y.C. + PLAZA 5-2101 
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KUVH is FIRST in the Wichita-Hutchinson 


multi-county area. 


The latest Pulse reflects the DOMINANCE of KTVH 


KTV is FIRST in the morning 


share of Audience: KTVH—89%, « Station B—11% (a) 


CK EVIL Toi elated MBTiMndelomelins wiltytye! 


share of Audience: KTVH—51%, * Station B—28%, (a) * Station C—21% (a) 


PK TV is FIRST in the evening 


share of Audience: KTVH—55% © Station B—22% (a) ¢ Station C—23% (a) 


KITVH is your best buy all the time in 


the Wichita-Hutchinson market 


(a) does not broadcast 
for details ask : for complete period 
/ : share of audience is 
your H-R man, unadjusted for this 


KI VH a 


Hutchinson 




















VHF 240,000 watts CBS Basic Du Mont Chal ¥4 








Washington Memo 


THE NEW committee. The tv in- 
dustry got a backhanded compliment 
from Congress last month. Every mem- 
ber of the Senate Interstate Commerce 
Committee asked to serve on the Com- 
munications Subcommittee on the as- 
sumption that it was going to get the 
job of investigating the industry. 

“They all wanted on,” said Chair- 
man Warren Magnuson (D., Wash.). 
“So what could I do? I couldn’t help 
but disappoint most of them, so we're 
just going to let the full committee 
handle the thing.” 

Though this may not be particularly 
comforting to tv people, it does indi- 
cate how much importance the Sena- 
tors attach to the tv decisions coming 
up at this session. The Potter Subcom- 
mittee (R., Mich.) that probed uhf 
problems last summer never produced 
any solutions, and the plight of uhf 
operators still hangs over senatorial 
consciences. The network study order- 
ed by Bricker (R. 
Ohio) substantially 
pleted at the staff level, but what the 
new committee will do with it is still 


then-chairman 


has been com- 


uncertain. 

Mr. Magnuson, despite his very 
limited acquaintance with tv problems, 
is accepting his responsibilities man- 
fully. “Maybe I’m better off not know- 
ing anything at the start,” he says. 
Anyway, he adds quickly, “I'll learn, 
Pll learn.” His only connection with 
broadcasting at the moment is owner- 
ship of a small amount of stock in 
Queen City Broadcasting Co., which 
controls radio KIRO-AM, in 
Seattle. 


station 


MAGNUSON RESPECTED. People 
who've been around the Senate for a 
while have a lot of respect for Mr. 
Magnuson, especially when he buckles 
down to business. He’s well-liked by 
his colleagues and he has a big capaci- 
ty for work, though he hasn’t exercised 
it consistently. He’s a short man with 
beamy shoulders and a barrel chest 
which almost overbalance his small 
hips and thin legs. He quarterbacked 
the only Rose Bowl team from Wash- 
ington University and he further de- 


veloped his arms and shoulders sling- 
ing ice on the wagon he drove to help 
put himself through law school. His 
main interests since he’s been in Con- 
gress (four terms in the House and 
now rounding out his second full 
Senate term) have been public power 
development, aids to the Merchant 
Marine, unemployment compensation, 
and better relations with friendly na- 
tions in the southeast. He claims to be 
the originator of the idea of a South- 
east Asia pact. He takes such a close 
interest in Alaskan affairs that he is 
sometimes called “the Senator from 
Alaska.” 

The report by Harry M. Plotkin, 
counsel for the Democratic mem- 
bership of the Senate Interstate & 
Foreign Commerce Committee may 
have tremendous impact throughouut 
the television industry. 

Chairman Magnuson’s release of 
the report is expected momentarily. 
But whether or not it will have his en- 
dorsement or that of other members of 
the committee is still in doubt. 

If the proposal barring network op- 
tion time and exclusive attiliation of 
television stations should be adopted it 
would mean such a great change in 
operations that networks, as they are 
new constituted, would virtually cease 
to exist. 


While committee members and net- 


work executives alike were unwilling 
to make early comment on the report, 
the opinion was expressed in some 
quarters that a workable compromise 
could probably be evolved and that 
the tremendous investments which the 
networks have at stake would not be 
overlooked. 

Republicans did not change their 
representation on the Commerce Com- 
mittee, but Democrats added four new 
members, all lawyers, all but one from 
the South, and all but one freshmen 
Senators. None of them has any spe- 
cial experience that would make him 
an expert on tv matters, but all of them 
have had to deal, in one way or 
another, with problems of regulating 
utilities or communications companies 
in their own states. 


DANIEL ABLE LAWYER. Price Daniel 
(D. Tex.) 
shadow of his fellow Texan and Major- 
ity Leader, Lyndon Johnson. He is the 


operates rather in the 


only non-freshman among the group, 
1953. 


His main interest on the Committee 


having served since January, 


is in furthering the chances of a bill 
to remove independent gas producers 
from control of the Federal Power 
Commission. He was Attorney General 
of Texas and, in 1948, got the heaviest 
vote ever cast for a Democratic candi- 
date in the state primaries. He is 
strongly conservative and an able law- 
yer, as he showed when he was one of 
the leaders of the states-rights group 
in the fight to keep for the several 


(Con‘n‘ued on page 105) 





80 February 1955, Television Age 


WBOC- Vv 


Saabury, Md. 10 


means 


EXCLUSIVE 
MARKET 


Annual Retail Sales 
$382,034,000 
Per capita sales 
above national average 


ONE STATION 
COVERAGE 


No other station puts a con- 
sistent signal in this market. 


Yet Conlan’s audience study 
of 16,160 homes for Novem- 
ber-December shows sets- 
in-use at times exceed 


90%. 


SATURATION 


without duplication or over- 
lap by other TV stations. 


LOW COST 


Far below average per 
thousand coverage. 


Ask for details. 


Two hours live studio shows }; 
daily completely sold out. | 


ABC — CBS — DTN 


CHANNEL 
Salisbury, Md. | 6 





The project was intended for affiliates 
with rates between $100 and $175, 
with each of the proposed “bundles” 
to carry a combined maximum gross. 
The sales advantage was that adver- 
tisers who bought all stations in one 
“bundle” would get them at a reduced 
rate. The rate advantage was that, 
separately, the stations could retain 
their individual fees. The plan was 


| Small Stations (convd jrom49) | 


merely proposed by the network, Mr. | 


Adams emphasizes, and was not 
“pressed upon” affiliates. It has not 
yet drawn enough response to warrant 
putting it into effect, however. 


The Personal Call 


“Absolutely the best solution,” as 
far as small stations go, “is personal 
selling.” That’s the advice of ABC’s 
Alfred Beckman, national director of 
station relations. “It’s the convincing 
station managers who phone, get into 
town, see their rep and make some 
calls that get the business,” he says. 
About 85 per cent of manager calls, 
he estimates, are “beneficial.” 

And, he advises, it’s not only im- 
portant to know your station thorough- 
ly (“Know what you're selling”), but 
also to know how your station com- 
pares with all others carrying the same 
rates (“Know competition”). 

Advertising is one thing the small 
station can do, says John H. Bachem, 


| general manager of the Du Mont Tele- 








vision network. Smaller outlets have, 


he points out, a stronger story to tell | 


- | and they should spend a “dispropor- 


tionate” amount on telling it through | 


advertising—“Because they have a 
greater need for it.” Specifically, Mr. 
Bachem endorses heavy use of trade 
paper space with copy designed to put 
across “just one specific fact.” 


That fact—whether used in advertis- | 


ing copy or the station’s also-important 


resentation—should be “any apparent | 
p y app 


reason for the station’s springing up | 


where it did;” i.e., the real need it fills 
in its market. 


This information often requires inti- 
mate knowledge of the market, some- 
thing many timebuyers can’t acquire 
without the station’s help. For ex- 
ample, Mr. Bachem explains, the ab- 
sence—or presence—of outside signals 
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in a specific market is a very impor- 
tant factor in a station’s importance to 
potential advertisers. Similar, frequent- 
ly veiled arguments might be the lo- 
cation of new boom industries in a 
market, the proximity of military in- 
stallations (which add vastly to civil- 
ian purchasing seasonal 
the 


population that a southern resort might 


power), 
changes (like increased winter 
boast). Whatever the singular advan- 
tages of a market, however, the small, 
optional station must exert a maxi- 
mum sales effort on its own behalf 
because it can be overlooked. 

That statement is endorsed by Adam 
Young, president of the Station Repre- 
sentatives Assn., who points out that 
the small stations’ problem is “not en- 
tirely the fault of the network,” how- 
ever. And for the networks to give 
away television time, he notes, is not 
the answer. What is? “A hard-selling 
job, one that takes lots of time, effort 
and energy.” 


Management Advice 


“Stations reps try to give the small 
stations a lift,’ Mr. Young explains, 
“but it’s unfair when the total doesn’t 
justify the time spent.” In fact, that 
aspect of the problem has become so 
specialized that, within the past couple 
of years, a few individuals have started 
signing stations, on a retainer basis, 
to work on network business only. 

The real value of station representa- 
tives in this area, Mr. Adams explains, 
is to advise station management. The 
individual outlet tends to overlook 
many things it can do, but the national 
rep who is familiar with advertising 
needs, trends and changes, can pro- 
vide the up-to-the-minute advice that 
may make a sale. 

The matter is still a long way from 
But the 
fact that networks as well as stations 


being resolved, obviously. 
and representatives are working on it 
indicates that, at least, all angles are 
being measured. And, as one network 
spokesman recalls, “We’ve seen ad- 
vertisers start small, with just the 
minimum number of stations, but their 
advertising builds their volume so that, 
in turn, they can afford still more ad- 
vertising.” And it’s true that stations 
can count on the strength, support 
and dynamics of television, itself, to 
help bring a solution. 
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And... 
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greatest agricultural areas. 
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station’s 32-year history. 


CBS Affiliates °¢ 


---like WCAU, Philadelphi 





The Philadelphia Bulletin Radio and TV Stations ¢ 


0 
+S 
0 
o 
a. 
0 
0 
0. 
0 
: 
0 
my 


32 February 1955, Television Age 





———Eee 








impact of tv. One of the most con- 
troversial subjects being debated in 
the Wall Street brokerage houses cur- 
rently is television and its use as a 
news disseminating agency which has 
tremendous market impact. 

At present Walter Winchell’s fifteen 
minute telecast on Sunday nights over 
the ABC network is causing the great- 
est excitement and debate. Winchell’s 
tense and dramatic type of news deliv- 
ery is admirably suited for the tv 
medium and his effectiveness as an at- 
tention getter has been demonstrated 
time and time again—even before the 
advent of video. In the past year his 
force—or that of any commentator 
with a national hookup—has been 
powerfully illustrated in the stock 
market. 

In one major respect Winchell’s tele- 
casts have been of tremendous help 
to the financial community. It has 
focussed the attention of his 30 million 
or more viewers on the stock market 
and educated them to the simple facts 
of corporate life that are the basic 
reasons for stock prices moving up or 
down. 

During 1954, for example, he has 
given “tips” on many stocks which 
have resulted in heavy trading when 
the public, following his lead, has 
poured money into the market with 
buy orders. 


Stocks Mentioned. Among the stocks 
in which he aroused interest were 
R.K.O. Pictures Corp., 20th Century- 
Fox, Missouri-Pacific and Kirkeby 
Hotels. But the most notable example 
of Mr. Winchell’s impact—and indir- 
ectly that of television—came last 
month when he mentioned the Panta- 
pec Oil Co., traded on the American 
Exchange. 

The following Monday trading in 
Pantapec stock was at tremendous pro- 
portions. Volume for the day was 
488,600 shares, representing 26.7 per 
cent of the day’s total turnover on the 
Exchange. The stock on the Friday be- 
fore Winchell’s broadcast had been 
quoted at 6%4. It reached a high dur- 


Wall Street Report 
ee 


ing trading of 87s. As this issue was 
going to press the stock was quoted at 
a still-high 75%. 

The Pantapec “tip” serves as an 
example of something that Mr. Win- 
chell and the television industry should 
be on the watch for—power and the 
abuse of it. Mr. Winchell has stated 
publicly that he “never owned a single 
share of the companies he has men- 
tioned”. That does not, however, ex- 
cuse Mr. Winchell or the network from 
taking the proper safeguards that the 
tremendous power they hold in the 
medium of public information is not 
abused. In this case Mr. Winchell had 
been somewhat mislead by his in- 
formants on Pantapec Oil. The fact 
that the company’s prospecting had 
turned up a new oil field had been 
published and was well-known in finan- 
cial circles. The fact that the company’s 
shareholders would meet in Caracas to 
authorize an increase in the common 
stock also had been reported. Thus Mr. 
Winchell was not in the true sense of 
his own profession giving his listeners 
fresh news. 


Heavy Trading. Moreover, there had 
been heavier-than-usual trading in the 
Pantapec stock in the two weeks pre- 
ceding Mr. Winchell’s broadcast. 
Since, as Mr. Winchell himself has 
noted, many stock touts are trying to 
lure suckers by telling potential cus- 
tomers, “Winchell is going to have a 
flash on it on his next broadcast,” some 
notice of this should have been taken 
by the columnist when he was prepar- 
ing his script. 

There are other illustrations of Mr. 
Winchell’s failure to realize that the 
public can be stampeded during a peri- 
od of heavy trading to rush into securi- 
ties without the safeguard which he, 
himself, advocates: investigate and 
then invest. 

Nevertheless it can be seen that the 
financial community has learned of the 
power of television. Harris Upham & 
Co. one of the bigger investment 
brokerage houses, is sponsoring a 
quarter hour show, Exclusive, featur- 
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ing filmed interviews of prominent 
people by Fulton Lewis, Jr. The series 
started last month, and it will be in- 
teresting to watch the result of this 
companys experience with the tv 
medium. 

During the first month of the new 
year the television industry’s own se- 
curities backed and filled after rising 
to an initially strong position. The tv 
group stock average jumped to a high 
of $45.97 per share early in the month 
but then stabilized and as this issue 
went to press showed only minor 


changes. 


Adams Report. Raytheon’s president 
Charles F. Adams, Jr. noted in his re- 
port for the first half of his current 
fiscal year that the demand for his 
company’s products continued to be 
strong. Government orders to the com- 
pany had dropped by 10 per cent in 
the first half, but demand for tv sets, 
tubes and components continued 
strong. The company’s overall volume 
for the first half jumped by $12 mil- 
lion. Profits leaped to 96 cents per 
share from 64 cents per share a year 
earlier. 


One stock that has drawn consider- 
able interest in Wall Street is Reynolds 
Spring Co. which has jumped from 
$9 per share to over $35 per share in 
the past few months. The move reflects 
the changeover that has taken place in 
this company’s fortunes in the last half 


(Continued on next page) 
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Wall Street (Continued) 


year. Its name has been changed to 
Consolidated Electronics Industries 
and it is controlled by Philips of Eind- 
hover, generally described as the G.E. 
of Europe. It is doubtful that Philips, 
which does make tv sets and other con- 
sumer lines in Europe, plans the same 
line in the United States, but investors 
may find it refreshing to watch how 
one of the giant electronic firms of 





another continent acts in the free 
market of the United States. 
1954 Last 
Stock High-Low Quote* 
ABC-UPT 254%4-14% 235% 
ADMIRAL 30%4-18%4 2756 
AVCO 7 - 4% 6% 
CBS 91 -415¢ 91 
DU MONT 155<- 9% 144% 
EMERSON 15\%- 9% 135¢ 
GE 5154-37% 43% 
MAGNAVOX 26°%8-164% 26% 
MOTOROLA 53%4-30%4 481% 
PHILCO 3956-28 38% 
RCA 40% -221% 39% 
RAYTHEON 20%- 8% 185¢ 
SYLVANIA 48%-31% 43 
WESTINGHOUSE 825¢-50% 783% 
ZENITH 95 63% s9% 
Over the Counter Stocks 
High-Low Bid-Asked 
CONSOLIDATED 23%4- 22%-23%4 
GUILD 8 - 756- 8 
OFFICIAL 3 2%- 3 
STORER BDCSTG. 45%4- 44 45% 
*As of Jan. 24, 1955 


Legal Aid (Continued from page 52) 


Jury Ballot Blanks. And the demand 
for them has had a dramatic increase. 
The 26 votes after the first program 
rose to 158 after the second telecast; 
currently the bank is giving out more 
than 2,000 ballots to people who stop 
in to pick them up. 

The television show has been backed 
up with a parallel radio series, news- 
paper ads in eight dailies plus litera- 
ture and assembly programs prepared 
for local schools. The combined results 
have pleased everyone: the station, 
the sponsor and, of course, the Wor- 
cester County Bar Assn. The lawyers 
have not only succeeded in building a 
tv public relations program that pays 
for itself, but have also managed 
enough profit to help endow the Legal 
Aid Society. 
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Promotion Is Important 


“Television—the fastest-moving advertising medium in America—to- 
day needs stronger, sharper, and more accurate promotion than it has 
at any time during its brief history.” 


That statement, which has been echoed by leaders in every phase of 
television during recent months, is the kickoff line of a brochure recently 
issued by the Edward Petry tv organization. 

The Petry integrated promotion program, described in the booklet, 
takes into consideration each necessary phase of selling tv advertising. 


Sales Service Promotion Backbone 


Backbone of promotion is the Sales Service Division. In brief its work 
includes: 


1. Program Data. More than 400 capsule program presentations 
covering every locally produced program on every station represented are 
turned out each year. More detailed presentations are prepared on new 
programs and those that need special handling. Price index sheets on 
participating programs and available shows on each station are prepared 
at least four times a year. 


2. Sales Information. Short memos, called Video-Grams, and longer 
bulletins, called Video-Bulletins, are dispatched constantly to all salesmen 
and offices to keep them aware of changes in availabilities and station 
information. 

3. Special Data. Summarized bulletins, or round-ups, supplement the 
information service with price and policy changes of every station, score 
on programs by classification, ID specifications and general information 
such as color facilities and plans. 

4. Availability Sheets. Program schedules and lists of time available 
on each station are distributed weekly to every executive. 

5. Research. To fortify programming data, pertinent market, station, 
coverage, rating and sales information come in a constant flow from the 
research department. 

6. Station Promotion. In addition to the Petry sales aids station pro- 
motion material is interpreted and distributed. 


Presentations Are Organized 


Part two of the overall television selling plan is conducted by ihe 
Research and Presentation Division. It orgenizes the more ambitious sales 
projects for national spot. Research development, market data, station 
coverage, rating and audience analyses, rates and audience studies, com- 
petitive station activity, brand surveys and store audits all play their parts 
in these activities. 

Third phase of overall promotion might be summed up as presenta- 
tions, presentations, presentations. These mold into comprehensive and 
permanent form many of the facts offered more briefly in phase one and 
two. These presentations fall into four categories: General market, general 
station, general industry and straight sales. 

The complete integrated program paves the way for every salesman 
and gives him the tools with which to make the final sale. 














Stations (Continued from page 51) 


hardly an exception, everyone seeing 
color is impressed. 

Newspaper columnists give color a 
big play in the Minnesota city. Station 
promotion emphasizes that black and 
white sets get good reception of color 
shows and the impression in the area is 
that b&w is better than when the tele- 
cast is not in color. With 550,000 b&w 
sets claimed for the WCCO-TV coverage 
area station management is careful that 
“the tail doesn’t wag the dog.” 

Advertisers have been particularly 
impressed with the impact of full color 
commercials. Policy directors are in- 
vited to the station to see their own 
products on the new medium. 


Color Rates in the Future 


The wcco-tv color rate card is still 
in the future but figures are being col- 
lected on which it will be based. Ad- 
ditional rehearsal time, necessary for 
a color program, depreciation of 
equipment and extra props are all a 
part of these calculations. For the 
present the costs of each show are being 
figured individually. 

WBEN-TV Buffalo, another pioneer, is 
proceeding cautiously on a basis very 
similar to that at WCCO-TV. 

First telecast from the station was 
presented Dec. 8, when WBEN-TV 
colorcast a Santa Claus program with 
its one RCA camera. 

The station estimates that there are 
fewer than 200 color receivers inside 
its area but the reaction to the Christ- 
mas program was unanimous in its ap- 
proval. Most of the sets are in ihe 
homes of distributors, manufacturers’ 
representatives and station department 
heads. Favorable rezctions were report- 
ed frem as far away as Batavia, site 
of the Sylvania plant, which is 30 air- 
line miles from Buffalo. 


No New Employees Needed 


WBEN-TV is a!l-RCA equipped. In- 


stallation was by station personnel 
without the addition of any new em- 
ployees. Work was done under ihe di- 
rection of R. Glenn Beerbower, assist- 
ant technical director in charge of tele- 
Steeb Jr. has been 
designated assistant technical director 


for color, under Ralph J. Kingsley, 


vision. Edgar C. 


technical director, and Mr. Beerbower. 

Studios and storage space have been 
found adequate for the start of color- 
casting. Additional space and facilities 
will be added as necessary when the 
use of color expands. 

“Our equipment performs well, but 
needs more skilled technicians to op- 
erate and adjust,” says Mr. Kingsley. 
“The equipment needs constant main- 
tenance. Lighting is very important, and 
personnel handling it must be re- 
educated for color production.” 

While plans are not complete for a 
color rate card, costs are being watch- 
ed closely at WBEN-TV so that rates can 
be worked out when the new method 
becomes more important in the overall 
schedule. 

wpsu-Tv New Orleans, one of the 
stations that is working toward local 
live colorcasts in the near future, is 
going into color enthusiastically. 

A new building adjacent to the pres- 
ent black and white studio has been 
purchased and will be used exclusively 
for color. Converting has taken more 
time than originally planned and as a 
result the before-Christmas target date 
for the first live colorcast has been 
pushed up to sometime in February. 


Two Cameras Ordered 


Executive Vice President Robert D. 
Swezey says the station has ordered all 
RCA equipment, including two 
cameras. Oniy one camera will be de- 
livered immediately, however, follow- 
ing an example set by most other sta- 
tions just going into color. 

WDsuU-TV has been carrying on an ex- 
tensive educational program since they 
began relaying network color on July 
15. They have invited agency and ad- 
vertising executives, distributors, deal- 
ers and other interested clients io come 
in groups to watch each program. The 
station has twenty color sets with 
another six RCA 21-inchers on order. 
Mr. Swezey estimates that there are 
now about 100 color sets in the area but 
predicts that total w ll rise materially 
when local colorcasts start, judging 
from the amount of interest already 
shown in the project. 

Engineering and production people 
from the station have studied the color 
operations in New York and Hollywood 
and the local operations in Oklahoma 
City and Fort Worth. No additional 


personnel has been employed, but man- 


agement anticipates possible additions 
staff. Qualified 


scenic artists and lighting experts al- 


in the engineering 


ready on the staff are expected to prove 
more than adequate for working with 
the new medium. 

Reaction of viewers who have seen 
color has been universally good. Local 
advertisers have shown considerable 
favorable interest. Several have ap- 
proached the station w:th plans for 
local color programs for consideration 
as soon as all the necessary equipment 


has become available. 
Studio Charges Increased 


The station is planning to gear its 
rates to set circulation with the increase 
for color costs reflected in increased 
Real- 


izing that color wll be an improved 


studio and production charges. 
and expensive service there is no 
thought of giving it away any more 
than newspapers and magazines do. 
“We are extremely optimistic about 
the potential of color,” Mr. Swezey 
says. “Our plans are being laid on the 
assumption that within the period of 
the next few years it w ll completely 
supersede the monochrome system. We 
believe that client interest in having 
product and packaging shown in true 
colors will be a tremendous factor in 


accelerating the transition.” 


WNCT PRIMARY CBS AFF. 


Greenville, N. C. 
Relemelelemee a ir mei Merl 
A. Hartwell Campbell, Gen. Mgr. 
John E. Pearson Co., Inc., Nat'l Rep 
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remember 
“Beall 
feste?” 


—with either Ronald Colman 
or Gary Cooper? Have you 
ever heard anyone mimic 
Charles Boyer’s “Come with 
me to the Casbah?” 


If you can answer “yes,” you 
know there’s a lot of box- 
office in shows with a French 
Africa backdrop. And that 
appeal comes through very 
strongly in a brand new 
series ... 


Captain Gallant 
© of the 
Foreign Legion 


Thanks to the French Govern- 
ment, the show features the 
Legion — playing itself. It 
stars Buster Crabbe, intro- 
duces his son, “Cuffy,” in a 
role that’s the very stuff day- 
dreams are made of. 


Bought by Heinz 

in 60 markets 
After Heinz saw the show, it 
didn’t take them long to buy 
it (via Maxon) for showing 
on 60 NBC stations. “Gallant” 
has everything they were 
looking for—and more! 


Brand new 
sales plan—free 

Complete, continuing, inte- 
grated merchandising — free 
to local sponsors: posters, 
commercials, 36,000 premiums 
—free for every market. It is 
a sales plan that will sweep 
goods off the shelves. 

Check now on remaining avail- 
abilities for this sure winner. 


It! Television 
Programs of 

C) America, Inc. 

477 Madison Avenue, N.Y.C. 
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Readers ask: 


SL SS 


Questions about Color Film 


Can you describe color film stock? 

There are many ifs and buts in any 
overall description because each type 
of color film varies in some degree 
from any other. (And, too, there is 
much disagreement among the experts 
except on one thing: the more they 
investigate the more complicated the 
answers are.) However, basically, a 
color film must have the ability to re- 
cord the three primary colors—red, 
green and blue—separately and dis- 
tinctly from each other. 


What are the different color sys- 
tems? 

There are three classes of color 
films. 1, where the color or color 
forming ingredients are incorporated 
in the manufacture of the film; 2, 
Where the color is put in during the 
processing after exposure and, 3, 
where the color is put in during the 
projection. 


How are the renditions of the col- ; 


ors controlled? 

Through the use of dyes, one for 
each of the primary colors. Cyan, a 
mixture of blue and green, for red; 
magenta, a mixture of red and blue, 
for green and yellow, a mixture of red 
and green, for blue. 


How does this work? 

Color film uses a subtractive method 
(color tv itself uses the additive meth- 
od). Therefore, the presence of a dye 
excludes the color with which it is as- 
sociated. You get the color or colors 
you want by excluding (from the white 
which contains all colors) the color or 
colors you don’t want. For example, 
to get blue, the necessary amounts of 
both cyan, which excludes red, and 
magenta, which excludes green, are 


used. 


Are there more steps necessary to 
process a color film than there are 
for a black and white film? 

Yes, three times as many. B&W re- 
quires four steps, color twelve. 


How much longer does it take to 
get a color rush print than a b&w? 

A b&w can be made in a few hours, 
while for a color rush print it will take 
from 24 to 48 hours. 


What is the difference in cost in 
developing between 
b&w film? 

In the overall total, color film is 
about three times as expensive. 


color and 


What is the difference in cost for 
the film stock? 

For 35 mm stock, the following are 
the current prevailing costs. 

1. Shooting negative; b&w, 4c per 
foot; color, 12c. 

2. Developing: b&w, 2c to 2¥2c per 
foot; color, 4¥2c to 5e. 

3. Rush prints: b&w, 4c per foot; 
color, 12c to 16c. 

4. Answer prints: b&w, 4c per foot; 
color, 25c to 30c. 

5. Color print: b&w, ranges from 
3¥2c per foot for one print to 2¥2c 
per foot for a 200 print order; color, 
ranges from 13c per foot for one print 
to 6Y2c per foot for a 200 print order. 


Will color film require greater 
care than b&w in handling and 
storage? 

Only in the sense that color film is 
more expensive and therefore damage 
or loss will effect a costlier item. The 
same care and maintenance should be 
given to both types. Storage condi- 
tions are, however, slightly more criti- 
cal for the color print. Under storage 
conditions of high temperature and/or 
humidity there can be changes in color 
balance. Also, make sure to process 
the negative film as soon as possible 
after exposure. 


Are there any good books on the 
subject? 

Most of them are highly technical. 
However, one that’s fairly readable— 
to the layman—is An Introduction to 
Color by Ralph M. Evans, published by 
John Wiley & Sons, Inc., N. Y. 
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G. C. Nancarrow, f 
Vice President and Sales Manager, i 
Atlas Press Company, says: 


“Maybe it’s the healthy climate! 
Anyway, growth has always been 
a significant characteristic of 
Western Michigan. There’s a 
diversity of business and industry 
here, which makes for a sound, 
steadily expanding economy. The 
tremendous growth of our com- 
pany, since 1911, has paralleled 

the continuous advancement of the 
entire area,” 
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WOODland-TV is big territory! 


Throughout the world, the name “Atlas” 
means fine power tools —to industrialist 
and hobbyist alike. For 43 years, Atlas 
Press Company has been producing tools 
which have contributed their precision to 
the progress of other WOODLAND indus- 
tries — and to industry as a whole. 

Throughout WOODLAND, you'll find simi- 
lar examples of healthy progress. WOOD- 
TV’s expanding facilities are the natural 


WOOD-TV 


GRAND RAPIDS, 


MICHIGAN 


outcome of this sound area development. 
First station in the country to deliver 316,- 
000 watts from a tower 1000’ above average 
terrain, WOOD-TV brings you the primary 
trading center of Grand Rapids — plus 
cities like Kalamazoo, Muskegon, Battle 
Creek and Lansing. For top coverage of 
this rich, Western Michigan area, schedule 
WOOD.-TV, Grand Rapids’ only television 


station. 





GRANDWOOD BROADCASTING COMPANY @ NBC, BASIC; ABC, DUMONT, SUPPLEMENTARY ® ASSOCIATED WITH WFBM-AM AND 
TV, INDIANAPOLIS, IND © WFDF FLINT MICH., WEOA, EVANSVILLE, IND. © WOOD-AM, WOOD-TV. REPRESENTED BY KATZ A 
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Network Program 
Chart 


Key: All times shown are Eastern 
Standard (EST). All programs tele- 
vised in color are indicated by in- 
itial © and date in lower left-hand 
corner of block. Date given in lower 
right-hand corner of block is start- 
ing date, unless otherwise indicated. 
F, Film; L, Live; P, Participating 
Sponsorship; S, Sustaining; Ailt., 
Alternating; LS, Last Show; MS* 
Multiple Sponsorship (see footnote) ; 
TBA, To Be Announced. 


FOOTNOTES 

CBS—‘‘Garry Moore Show’’ (M,- 
Th., 10-10:30 a.m.; Fri., 10-11:30 
a@m.); 10-10:15, Mon. — Bristol 
Myers alt. with Masland. Tu.— 
Alka-Seltzer. Wed.—Simoniz. Th.— 
Swift. Fri.—Swift Allsweet. 10:15- 
30, Mon.—Comstock. Alts. with A. 
E. Staley Tu. — Kellogg. Wed. — 
Best Foods. Th.—Toni, alt. wks., 
Chun King. Fri.—Soilax. 10:30-45. 
Fri.—Yardley. 10:45-11, Fri.—Con- 
verted Rice. 11-11:15, Fri.—Borden. 
11:15-30, Fri.—Swift. 

“Arthur Godfrey Time’’ (M.-Th., 
10:30-11:30 a.m.): 10:30-45, M. & 
W.—Bristol Myers; Tu. & Th.— 
Frigidaire. 10:45-11, M. & W.— 
Minnesota Mining; Tu. & Th.— 
Kellogg. 11:00-15, M. & W.—Lever 
Bros.; Tu. & Th.—Toni. 11:15-30, 
M.-Th. —Pilisbury 

“Valiant Lady” (M.-F., 12-12:15 
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and we'll tell you about 
Country Musie in Indiana 


BL epg 








Call it hill-billy or call it folk music. Call it country music. Call 
; it what you will. Here at WFBM (Radio and TV) we call it 


| excellent for producing audiences.* 








This is Charley Gore. These are Herb and These are The Rangers. 
Kay -Adams. 


Indiana Hoedown, 

featuring Gore, Herb & Kay, and The Rangers, 
is on WFBM-TV from 10:30 to 11:00 every 
Monday evening, and 10:00 to 10:30 
Saturday evening. 


The Herb & Kay Show 
is on WFBM-Radio daily at 
11:05-15 AM. 


The Charley Gore Show ~ 
with The Rangers, is on WFBM-Radio 
daily at 5:30-45 PM. 
Hoosier Farm Circle, 
| Indiana’s oldest farm program, features 





























the entire group for a half hour daily on 
WFBM-Radio at 12:30 PM. 


| \ Participations or entire sponsorships are availabie, 
subject to prior sale. Check the 
Katz Agency or the stations. 


*Data upon request 


WFBM AM « TV 


INDIANAPOLIS 
Represented Nationally by the Katz Agency 





Affiliated with WEOA, Evansville; WFDF, Flint, WOOD AM & TV, Grand Rapids 
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Th umb (Cont'd from page 70) 


fice, laboratories, greenhouses and tv 
program studio are located at his Win- 
netka, Ill., home. 

These facilities include an under- 
ground greenhouse with the skylight at 
ground level. When the cameras grind, 
the skylight is closed and batteries of 
floodlamps provide uniform illumina- 
tion. Here batteries of cameras pati- 
ently, month after month, accumulate 
the life stories of everything from 
orchids to crab grass. 


Mechanical operations — the light- 
ing, filming, timing—are triggered 
automatically by a fantastic array of 
robot-control devices, many of which 
Ott invented or designed. 

The TL technique: A single frame 
of movie film is exposed at regular 
intervals, day and night, as the plant 
grows. The interval between expo- 
sures may be 5 minutes or one hour. 
When this film is projected at the 
standard rate of 24 frames per second, 
the flower grows, buds, and blooms 
before your eyes. 


Home Plant Bulging 


While How Does Your Garden 
Grow? is telecast live over WNBQ, the 
film version is produced in a “studio” 
converted from a garage at Ott’s home. 
But the end of the “home-industry” 
era is in sight; the home plant is bulg- 
ing at the seams. 

Ott plans to move the entire opera- 
tion into a new research laboratory 
building. There he will have the space 
to expand his TL research on food 
spoilage, paint deterioration, effects of 
new medicines on virus and bacteria 
and numerous industrial and agricul- 
tural problems that are coming to him 
at an ever-increasing rate. (Many of 
his original, research films are dubbed 
periodically into the TL portion of his 
tv program.) 

Ott recently broadened his activities 
to create promotional film documen- 
taries for companies like the Santa Fe 
Railroad, Campbell Soup, Quaker Oats 
and Green Giant, among others. The 
Santa Fe story, for example, covers 
wheat from seed to bread, including 
the wheat life cycle in time-lapse. For 
Campbell, it’s the story of tomatoes— 
from seed to soup. Costs per half-hour 


(Continued on page 93) 


ALWAYS \~ \ 
A JUMP /\ 
AHEAD — 


KSL-TV’s merchandising service puts 
more cash in any advertiser’s pocket. 
Every effort is made to let everyone 
know what’s doing advertising- 
wise, and our Personalized 
Service insures full cooperation 
between local distributors 
and retailers. 


What’s more, letters in the 
KSL-TV files prove that our 
merchandising activity forces 
distribution in the Intermountain 
area. For more information, 
call CBS Television 
Spot Sales, or 


KSL-TV “ 
a 


8 


4 
Serving 39 Counties in Four Western States 
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CBS Primary 
ABC — DuMont 
NETWORKS 


MONTGOMERY, 
ALABAMA 


“CRADLE OF 
THE 
CONFEDERACY” 


OUTSTANDING 
COVERAGE 
WITH 


200,000 


WATTS 


With 3 Networks plus fine Local 
and Film Shows, our Availabilities 
are Tops! For Details Ask 
PAUL H. pike 
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Newsfront (Continued from page 36) 


such as Scotland and Wales, rather 
than adding transmitters in areas al- 
ready served. While ITA will con- 
struct, own and operate the transmit- 
ters, the programs will be originated 
and produced by the operating com- 
panies, called program contractors. 
These contractors will equip their own 
studios and will be responsible to the 
ITA which in turn is responsible to 
the Postmaster General. 

First four contractors picked by ITA 
are the Broadcast Relay Service and 
Associated Newspapers, The Associ- 
ated Broadcasting Development Co., 
The Kemsley-Winnick Group and the 
Granada Theatres. These companies 
represent principally newspapers and 
theatres. A complex pattern of sharing 
program time has been sei up. 


News will be handled as a separate 
category, and a fifth contractor will 
be selected for this purpose. 


Under the plan commercials must 
come at “natural breaks.” While in- 
terpretation of this clause has not been 
fully decided it is expected it will be 
possible to insert a reasonable amount 
of advertising into programs. 

A sponsor will be allowed to pur- 
chase—or take credit for—only the 
time of his commercial, never for the 
program. But he may become able to 
suggest program ideas to the contrac- 
tor in order to appeal to a specific 
kind of audience. Commercials, as well 
as scripts, must be submitted to ITA 
before telecast, and “nothing shall be 
broadcast without previous approval.” 


Existing BBC advisory committees 
on religion and children’s matters— 
plus a new one on advertising—will 
maintain a code of conduct and ex- 
clude “misleading” advertisements. 
And any minister of the Crown can 
order “necessary” announcements. 


While some of the restrictions may 
seem severe it is believed they are in- 
cluded more as preventive weapons 
than as affirmative policy. 


In concluding his report Mr. Vade- 
boncoeur observed: “It seems to me 
that the direction of commercial tele- 
vision in Britain is in wise, careful 
and conscientious hands and it is my 
prediction that it is going to be a suc- 
cess.” 








Chart (Continued from page 88) 


p.m.): M., W. & F.—General Mills; 
Tu. & Th.—Toni. 

‘Robert Q. Lewis’’ (M.-F., 2-2:30 
p.m.): 2-2:15 p.m. Tu.—Alka- 
Seltzer; Th.—S. C. Johnson 2-2:15 
p.m. Fr.—Doeskin 2:15-30 p.m., Tu. 
—Helene Curtis; Wed.—Gen. Mills; 
Th.—Swanson; Fri.—Gen. Mills. 

‘*Linkletter’s House Party’’ (2:30- 
3 p.m.); 2:30-45—M., W. & F., 
Lever Bros.; Tu. & Th., Kellogg. 
2:45-3—-M.-Th., Pillsbury ; Fri., 
Dole Pineapple. 

**Bob Crosby Show’’ (M.-F., 3:30- 
4 p. m.); 3:30-45—Tu., Toni; Wed., 
Simoniz; 3:30-45 Thu.—Swanson; 
Fri., S. O. S., alt. wks. 3:45-4—M., 
W. & F.—General Mills; Th., Am. 
Dairy. 

“The Best of Broadway’’ (W., 
10-11 p.m., every fourth week): 
Westinghouse. 

“‘Person to Person’’ (Fri., 10-30- 
11 p.m.): American Oil (East 
Coast); Hamm’s Brewing (Mid- 
west); Noxzema Chemical Co. (alt. 
wks.). 


NBC—‘‘Three Steps To Heaven’’ 
(M.-F., 10:45-11 a.m.): Miles Labs. 
and Procter & Gamble. 

‘“‘Howdy Doody’’ (M.-F., 5:30-6 
Pp.m.): M., 5:30-6 — Standard 
Brands. Tu., 5:30-45—Kellogg. Tu., 
5:45-6 — Colgate-Palmolive. Wed., 
5:30-6—Continental Baking. Th., 
5:30-45—Kellogg. Th., 5-45-6— 
Campbell Soup. Fri., 5:30-45—sus- 
taining. Alt. Fr., 5:45-6—Interna- 
tional Shoe Co. & Welch Grape 
Juice Co. 

Schedule of ‘‘Spectaculars’’, under 
participating sponsorship, is as fol- 
lows: Every fourth Mon., 8-9:30 
p.m.—Fred Coe with guest producer 


and/or director (Feb. 7); every 
fourth Sat., 9-10:30 p.m.—Max 
Liebman (Feb. 12); every fourth 


Sun., 7:30-9 p.m.—Max Liebman 
(Feb. 27) All “‘Spectaculars”’ 
will be telecast in color. 











San Diego, 


where PEOPLE 


who are looking 


for ENTERTAINMENT, 


and ADVERTISERS 


who are looking 


for PEOPLE, look to 


KEMB-TY 


Channel 8 


CBS - ABC for San Diego 
WRATHER-ALVAREZ Badctg., Inc. 


REPRESENTED BY 
PETRY & CO., Inc. 




















Thumb (Continued from page 91) 


film vary between $15,000 and $50,- 
000. Ott retains television rights in all 
instances, however, and these docu- 
mentaries become part of his tv film 
library. 

How Does Your Garden Grow? is 
sold through Jack Russell & Associ- 
ates and distributed by International 
Film Bureau, both of Chicago. Cost is 
based on a “reasonable percentage of 
the station’s time rate.” (Production 
costs for 64 half-hour programs and 
the backlog of TL films accumulated 


Super 


in 
OKLAHOMA’S 
SUPER 
MARKET! 


316,000 












THE KTVX AREA 


MARKET 
Couvilies Covers 31 
Total Population -........ 1,038,994 
Total Families -............... 313,491 
TV fee 2... 170,650 


Spendable Income $1,298,141,000 
Total Retail Sales ....$916,065,000 


ABC * DUMONT 


] 
. 


AVERY-KNODEL, 


KANSAS 





over 20 years are about $225,000. His 
staff varies from four to ten camera- 
men, film editors and sound techni- 
cians. ) 

While John Ott Pictures, Inc. has 
mushroomed from an expensive hobby 
into a six-figure business in only six 
years, the best lies ahead: The thou- 
sands of feet of TL film in his vault 
are all in color, including some used 
by RCA in its color demonstrations be- 
fore the FCC. And with an estimated 
30 million Americans listed as gar- 
dening fans, Ott seems destined to be- 
come the “Goldwyn of the Gardeners.” 
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In Greater Los Angeles 





Build your entire Spring — 
and Summer Selling Campaign 


P 2 “ . 
i 4 a 
ow 


PACIFIC-COAST LEAGUE 


BASEBALL 


All 172 home games of Los Angeles Angels and Hollywood Stars starting April 5 
\. 






/ 


‘ ‘ 
: v 


Pitch your commercial to 


T'. MILLION UNDUPLICATED On Baseball your sales story penetrates 


hundreds of thousands of Los Angeles 


FANS EACH WEEK tA “wae homes every week, hits most of them hard 
a merica s 


with multiple impressions throughout the 
Biggest Ballpark KHJ-TV channel 9 Los Angeles week, yet catches the casual viewer, too. 





That makes it about 3 lower cost than 
the average of the three top-rated 


...and BASEBALL costs only network shows, as documented in a 


presentation your H-R TELEVISION 


¢ per thousand or KHJ-TV representative will be glad 
ene ‘ to show you. See it before you buy ANY 
commercial impressions! * : 
Los Angeles television for Spring 


and Summer. 





BASEBALL . .. not just another TV show... but Baseball is the most merchandisable TV 
; buy in Los Angeles. Think of the unlimited 
the basis for YOU ® ENTIRE possibilities to tie in your sponsorship 


of Baseball with point-of-purchase, selling 
Ss PR A NG AN D Ss U MM E ee devices geared to the teams and 
S E LLI NG CAM PAIGN players, fan clubs - . .and other supporting 


media .. . to wrap up the most 
in sports-loving, free-spending aggresive sales program in Los Angeles. 


LOS ANGELES... .the nation’s 


second TV market 












BUY BETTER...SELL BETTER 
--- FOR LESS...with BASEBALL 


Represented nationally by H-R TELEVISION, INC. 
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TELEVISION AGE 


Report by Markets, 
February, 1955 


The figures listed below are secured 
from the stations. They are presented 
as a service by TELEVISION AGE. For 
further regarding the 
figures and their sources, contact the 
stations. Outlets equipped to carry 
network or local color are listed with 
the number of color sets in each mar- 
ket, where such figures are available. 
Asterisks indicate stations equipped 
for color but which have submitted 
no figure. Italics indicate stations 
not yet on the air, channel numbers and 
target dates. 

In addition to set figures the two 


information 


principal executives of each station are 
listed. 





Totals 
Total commercial stations: 416 
Total markets: 267 
Total estimated b&w sets: 32,531,000 
Total estimated color sets: 10,861 








City Station 


vVnt 
ALABAMA 


WABT 306,318 *— 
Henry P. Johnston, p. & mng. d.; 
Charles F. Grisham, c. m. 
WBRC-TV 304,420 500 
J. Robert Kerns. v.p. & mng. d.; 
Oliver Naylor, gen. sls. m. 
WMSL-TV 25,125 _ 
Frank Whisenant, p.; Bill Guy, m. 
& sis. m. 
WALA-TV 92,000 
W. O. Pape, p.; 
exec. v.p. 
WCOV-TV 45,200 _ 
Hugh M. Smith, g. m.; Morris 
South, sls. m. 
WSFA-TV 56,000 _ 
David E. Dunn, p. 


Unf Coler 





Birmingham 


Decatur 


Mobile 
H. K. Martin, 


Montgomery 


ARIZONA 


KVAR (see Phoenix) 

KOOL-TV 109,204 

Charles H. Garland, g. m.; 
liam J. Connelly, g. c. 

KPHO-TV 103,800 

Richard B. Rawls, 
Larson, c. m. 

KVAR 101,523 _ 

Richard O. Lewis, p. & m.; E. W. 
Harvey, v.p. & c.m. 

KTVK—3 Feb. 1 

KOPO-TV 36,013 

E. S. Mittendorf, g. m.; 
Plunkett, 

KVOA-TV 36,013 

R. B Williams, g. m.; 
Harvey, c. m. 

KIVA-TV 25,975 

Arthur L. Fszol, 
Breck, sls. m. 


Mesa 


Phoenix = 
Wil- 


m. 
S os GC. A. 


Tucson = 
Paul 


Bill 


Yuma om 
g. m., George 


ARKANSAS 
KFSA-TV 25,000 
Weldon Stamps, m. ; 
Hundley, sis. m. 
KNAC-TV—5 Feb. °55 
KARK TV 85,764 — 
T. K. Barton, v.p. & g. m.; Lee 
Bryant, c. m. 
KATV (see Pine Bluff) 


Fort Smith de 
Roland 


Little Rock 


City 
Vine Bluff 








Texarkana 


Bakersfield 


Chico 


Eureka 


Fresno 


Los Angeles 


Monterey 
Sacramento 


Salinas 


San Diego 


San Francisco 


San Luis 
Obispo 


Santa 
Barbara 


Stockton 


Tulare 


Colorado 
Springs 


Station 


Set Count: 


Vhnt Unf Color 

KATV 91,389 _— 

John H. Fugate, g. m.; Bruce B. 
Compton, nat. sis. m 

KCMC-TV (see Texarkana, 
Ark.) 





Tex.- 


CALIFORNIA 

KBAK-TV 87,000 _ 

A. H. Constant, m.; Frank Beaz- 
ley, sis. m. 

KERO-TV 146,398 _ 

Gene DeYoung, p. & g. m.; John 
Barrett, tv. sis. m 

KHSL-TV 48,962 _- 

M. F. Woodling, st. m.; J. A. 
Pero, sis. m. 

KIEM-TV 18,778 _ 

William B. Smullin, p.; Donald 
H. Telford, st. m. 

KJEO 156,035 20 

Joe Drilling, bus. m.; W. O. Ed- 
holm, ¢c. m. 

KMJ-TV 

Perry Nelson, m.; 
sis. m. 

KABC-TV 1,983,873 

Amos T. Baron, g. 
Rule, gen. sis. m. 

KCOP 1,983,873 os 

Jack Heintz, v.p. & g. m.; David 
E. Lundy, gen. sis. m. 

KHJ-TV 1,955,185 _— 

John T. Reynolds, g. m.; Howard 
L. Wheeler, sls. m. 


142,000 200 
Wilson Lefler, 


m.; Elton 


KRCA 1,983,873 *_— 

Thomas C. McCray, g. m.; James 
Parks, sls. m. 

KNXT 1,983,873 50 

James T. Aubrey, Jr., g. m.; E4- 
mund C. Bunker, gen. sis. m. 

KTLA 1,983,873 500 

Klaus Landsberg, v.p. & g. m.; 
Robert Mohr, sis. m. 


KTTV 1,983,873 _ 
Richard A. Moore, v.p. & g. m.; 


John R. Vrba, nat. sis. m. 
KMBY-TV 492,371 
KCCC-TV 119,000 _ 
Ashley L. Robinso, g. m.; A. J. 
Richards, nat. sis. m. 
KBET-TV—10 Feb. ‘55 


KSBW-TV 492,371 
John Cohan, g. m.; 
asst. m. 
KFMB TV 285,333 _ 
George Whitney, g. m.; Ralph E 
McKinnie, nat. sis. m 
KFSD-TV 285,333 *_— 
John C. Merino, st. m.; Jay Grill, 
sis. m. 
KGO-TV_ 1,033,430 _ 
Jzmes H. Connolly, v. p.; Vincent 
A. Francis,lcl. sls. m. 
KPIX 1,033,430 
Philip G. Lasky, g. m.; L. 
Simon, sls. m. 
KRON-TV 1,033,430 
Harold P. See, st. m.; 
Louvau, sis. m. 
KSAN-TV 164,000 — 
Norwood J. Patterson, g.m.; Allen 
Storm. c. m. 
KVEC-TV 80,018 
Les Hacker, g. m.; 
c. m. 
KEY-T 
Colin M 
ruth, 


W. M. Oates. 


259 
s. 


259 
Norman 


Si Darrah, 


464,192 
Selph. p.: 
rgnl. sis. m. 
KOVR 1,054,000 — 
Terry H. Lee, ex. v.p. & g. m.; 
William Rambo, sls. m. 
KTVU 112,000 _— 
D. M. g. m 
KVVG 175,000 
Sheldon Anderson. g. m.; 
Hill, sis. m 


R. Hill Car- 


Greene, 
Bob 


COLORADO 


KKTV 53,604 

James D. Russell, 
Robert D. Ellis. 
sis. d. 


p. & g. m.; 
v.p. & nat. 


City Station vht 
KRDO-TV 35,000 _ 
Harry Hoth, p., g. m. & sis. m. 
KBTV 253,596 _— 
Joseph Herold, st. m.; James F. 
Brown. nat. sis. m 
KFEL-TV 253,596 
Gene O’Falion, p. & g. m.; 
Hart, c. m 
KLZ-TV 253,596 _— 
Hugh B. Terry, p. & g. m.; Jack 
Tipton, sis. m. 
KOA-TV 253,596 75 
Don f£arle, ex. v.p. & g. m.; Wil- 
liam F. MccCrystall, tv. sis. m 
KFXJ-TV 7,600 — 
Rex G. Howell, p. & g. m.; E 
Anson Thomas, v.p. & sis. m 
KCSJ-TV 50,906 a 
Douglas D. Kahle, p. & g. m.; 
John Henry, sis. m 


Unf Color 


Denver 


Bob 


Grand 
Junction 


Pueblo 


CONNECTICUT 
WICC TV 72,340 —_ 
Philip Merryman, p. & g. m.; 

Manning Slater, sis. m 
WGTH-TV 241,236 -~ 
Fred W Wagenvoord v.p & 

g.m.; John M Kinsella, 

sis m. 

WEKNB-TV 219,422 _ 
Peter B. Kenney, g.m.; David 

Scott, nat. sis. m. 
WNHC-TV 899,957 
Edward C. Obrist, m.; 

Callanan, sis. m 
WATR-TV 
S. R. Elman, st 


DELAWARE 


WDEL-TV 223,029 3 
Barton K. Feroe, st m.; J. 
Robert Gulick, nat. sis. m 


Bridgeport 


Martford 


gen 
gen 


New Britain 


New Haven 155 


J. Vincent 
Waterbury 190,320 — 
&c. m 


Wilmington 


DISTRICT OF COLUMBIA 
Washington WMAL-TV 600,000 
Frederick S. Houwink, g.m. ; 
J. Edwards, sis. m. 


Neal 


(Continued on next page) 


New Stations 


WEAT-TV (12) West Palm Beach, 
Fla., started Jan. 1. Affiliate: ABC. J. 
Robert Meachem, The Walker 
Representation Co., representative. J. 
Robert Meachem, 50.56%; James W. 
McGoughney, v.p., 10.11%; E. H. 
Cochrane, v.p., 1.26%; Kenneth J. 
Horton, secy., .51%; Russell O. Mor- 
row, treas., 2.53%; Byron L. Ram- 
hold 2.53%; 


each, and 5 hold 


pres. 


sing, 5.06%; 9 others 

each, 4 hold 1.26% 

less than 1.5% each. 
KEYD-TV (9) Minneapolis-St. Paul, 


Minn., started Jan. 9. Affiliate: Du 
Mont. Henry C. Klages, pres. H-R 
Television, representative. Henry C. 
Klages, 14.5%; Joseph E. Dahl, v.p., 
15.7%; Lee L. Whiting, v.p. & gen. 
mgr., 40%; Kenneth E. Pettijohn, 


secy., 2.9%; C. Theo. Skanse, treas., 
5.8%; Will R. Anderson, 8.7%; R. 
C. Logefeil, 4.3%; Stanley P. Stone, 
2.4%; remainder held by 6 others 
with less than 2% each. 

KEPR-TV (19) Pasco, Wash., started 
Dec. 30. Adjunct to KimA-tv Yakima. 
A. W. Talbot, pres.; Thomas C. Bostic, 
v.p. & gen. mgr. 
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WTHI-TV Channel 10 

~ is the ONLY station 

with complete coverage 
of the Greater 


Wabash Valley 


One of the Mid-west’s 
most prosperous indus- 
trial and agricultural 
markets 


@ ~—«$714,500,000 Retail 
Sales in year °53-’54 


@ Blanketed ONLY by 
WTHI-TV’s 316,000 
watt signal 





° 227,000 Homes 
(147,000 TV homes) 


~ 118,000 


UNDUPLICATED 
WTHI-CBS 
TV HOMES! 


WTHI-TV 


CHANNEL 10 








TERRE HAUTE, IND. 
many Watts 






. nationally 


The Bolling Co. 
on York « a“ 


. 


#5 
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Set Count (Continued) 


City 


Station Vnt Unt 





Daytona Beach 


Fort 
Lauderdale 


Fort Myers 


Jacksonville 


Miami 


Orlando 
Panama City 


Pensacola 


St. 
Petersburg 


Tampa 


West Palm 
Beach 


Albany 


Atlanta 


Augusta 


Columbus 


Rome 
Savannah 
Thomasville 


Boise 


Color 

WRC-TV 698,000 - 
Carleton D. Smith, v.p. & ¢. 

Joseph Goodfellow, dir. of = 

WTOP-TV 646,900 

George F. Hartford, v.p. for tv.; 

Robert A. J. Bordley, sis. m. 


WTTG 626,500 _ 
Leslie G. Arries, Jr., g. m.; 
George L. Griesbauer, sls. m. 

FLORIDA 
WMFJ-TV—2 July °SS 
WGBS TV 148,000 _ 
Noran E. Kersta g. m.; G. F. 
Bauer, sis. m. 
WITV 175,000 _— 
Arthur L. Gray, g. & nat. sls. m. 
WINK-TV 11,726 _ 
A. J. Bauer, g. m.; Ken Parke, 

ce. m. 

WJHP-TV 1 2000 *— 


8 
T. S. Gilchrist, Jr., g. m.; Wil- 
lard Fraker, sis. m. 


WMBR-TV 357,698 10 


Glenn Marshall, Jr., p. & g.m.; 
Charles M. Stone, v.p. WMBR- 
TV. 

WOBS-TV—30 Spring ’55 

witvd 301,000 Pings 


Lee Ruwitch, ex. v.p. g. 
=_— S. Allen, v.p. m- gen. = 


waee-tv 70,000 
Harold P. Danforth, p. & g. m. 
a. 


John Thorwald, sis. 
WwsIDM 22,500 - 
Mel Wheeler, g. m.; Milt de 
Reyna, nat. sis. m. 
WEAR-TV 385,000 _ 
Mel Wheeler, p. & g. m.; Milt 
de Reyna, asst. m. 
WPFA-TV 31,000 _ 
Charles W. Lamar Jr., p. 
WSUN-TV 134,000 _ 
Charles Kelly, g. m.; Mrs. Vera 
New, c. m. 
WFLA-TV—8 Feb. ’S5 
WTVT—13 Spring ’55 
WIRK-TV 42,708 _— 
Joseph S. Field, Jr., p. &. g. m.; 


Sherlee Barish, opertns. m. 
WINO-TV 225,000 
Walter L. Dennis, g.m. & sls. = 
W. F. Housner, sls. m. 
WEAT-TV — 
GEORGIA 
WALB-TV 45,000 
James H. Gray, p.; 
Wagon, g.m. 
WAGA-TV 456,190 
Glenn C. Jackson, mng. d.; 
W. Collins, Jr., st. m. 
WLW-A 460,430 
W. P. Robinson, p.; 
Ochs, loc. sls. m. 
WQXI-TV _ _ 
R. W. Rounsaville, p. & g.m. 
WSB-TV 484,725 175 
John M. Outler, Jr., g.m.; Marc- 
us Bartlett, st. m. 
WIBF-TV 131,120 
Donald M. Kelly, 
sis. m. 
WRDW-TV 130,000 
W. Ray Ringson, 
Hicks, mng. d. 
WDAK-TV 80,220 
E. F. MacLeod, st. m.; 
Windsor, ¢.m. 
WRBL-TV 89,177 
Jim Woodruff, Jr., 
George ‘‘Red’’ 
sls. m. 
WMAZ-TV 81,588 
Wilton E. Cobb, 
Crowther, c.m. 
WNEX TV 62,032 _ 
Archie S. Grinalds, Jr., g.m.; 
Mildred M. Owens, sls. m. 
WROM-TV 145,800 
Ed McKay, g. m.; 
c. m. 
WTOC-TV 57,188 
W. T. Knight, Jr., 
Ben Williams, c.m. 


WCTV—6 Spring ’55 


IDAHO 


KBOI 42,225 
Westerman Whillock, p. & g. 
Earl Glade, Jr., st. & sls. m. 


50 
John 


Bernard I. 


50 
v.p., g.m. & 


g.m.; J. W. 


Joe 


S = 
Pp. & 


g.m. ; 
Jenkins, Icl. 


g-m.; 


Chas. Doss, 


p. & g.m.; 


m. 


Tom Still- 


Frank 





City 


Station Vnt Unf Color 








Idaho Falls 


Pocatello 
Twin Falls 


Belleville 


Bloomington 


Champaign 


Chicago 


Danville 


Decatur 


Harrisburg 


Peoria 


Quincy 


Rockford 


Rock Island 


Springfield 


Bloomington 


Elkhart 


Evansville 


Fort Wayne 


Indianapolis 


Lafayette 


Muncie 


South Bend 


Terre Haute 


Waterloo 


Cedar Rapids 


KIDO-TV 35,800 

Walter E. Wagstaff, v.p. & g.m.; 
Barry Tucker, sis. m. 

KID-TV 31,650 

Cc. N. Layne, g.m.; Claude Cain, 
sis. m. 

KWIK-TV—6 Early 


KLIX-TV—11 Early 


"SS 
"SS 


ILLINOIS 
WTVI 304,200 
John D. Scheuer, Jr., ex v.p. & 

g-.m.; James R. Bonfils, sis. m. 
WBLN-TV 1 
Jerrell Henry, g.m.; 

¢.m. 
WCIA 
A. ae Meyer, 


13,242 
John Spahr, 


307,000 c— 
p.; Guy Main, sls. 


oa TV 2,010,000 1,000 
H. Leslie Atlass, v.p. & g. m.; 





George Arkedis, sis. m. 
WBKB 2,050,000 -_ 
Sterling C. Quinlan, v.p.; James 


Beach, sls. m. 

WGN-TV 2,055,000 

Frank P. Schreiber, g. m. Theo- 
dore Weber, sis. 4 


WNBQ 2,120,000 “— 

Jules Herbuveaux, g.m.; Floyde 
Beaston, sls. m. 

WDAN-TV 35,000 _ 

Max Shaffer, st. m.; John Eckert, 
sis. m. 

Wwivrp 140,000 _ 

Stephen w. Pozgay, g.m.; 
Saunders A. Devine, ¢.m. 

a 34,692 _ 
. L. Turner, m. 

WEEK-TV 223,152 *_— 

Fred C. Mueller, g.m.; William 
J. Flynn, sis. m. 

WTVH-TV 214,000 —- 

John Leslie, g.m. 

KHQA-TV 140,356 -_ 

Walter Rothschild, g.m.; Paul 
Millen, nat. tv sls. m. 

WGEM-TV 128,900 *— 

Joe Bonansinga, g. m.; James 


Muse, ¢.m. 

WREX-TV 219,257 

Joe Baisch, g.m.; Al J. Bilardelio 
loc. sls. m. 


wirvo 96, —_ 
Harold Froelich, g.m.; Edward 
Ruppe, ioc. sis. m. 


WHBF-TV 268,947 
Leslie C. Johnson, v. p. & g. M.; 
Maurice Corken, asst. g. m. 


WwIics 95,000 — 
Milton D. Friedland, g. m.; War- 
ren King, c. m. 
INDIANA 
WTTV 591,712 200 
Robert Lemon, g.m.; Norman 
Cissna, asst. m. & sis. d. 
WSJV-TV 204,103 _ 
John F. Dille, Jr., p.; John J. 
Keenan, c.m. 
WFIE 94,315 _ 
Ted Nelson, g.m.; Shaun Murphy, 
sis. m. 
WEHT (see Henderson, Ky.) 
WKJIG-TV 112,200 *— 


Edward G. Thomas, g.m.; Carle- 
ton B. Evans, sis. m. 

WIN-T (see Waterloo) 

WFBM-TV 665,000 100 

William F. Kiley, g. m.; Hugh L. 
Kibbey, sls.-serv. m. 


WISH-TV 665,000 125 
Robert B. McConnell, v.p. & g.m.; 
Robert Ohleyer, sls. m. 
WFAM-TV 64,250 _ 
O. E. Richardson, p.; Herb 
Nelson, m. 
WLBC-TV 97,500 *— 
W. F. Craig, v-.pP. 
WSBT-TV 206,473 25 
Neal B. Welch, g. m.; Richard 
Holloway, nat. sls. m. 
WTHI-TV 144,267 ca 
J. M. Higgins, g.m.; George A. 
Foulkes, loc. & rgnl. sis. m. 
WIN-T 117,028 _ 


Ben B. Baylor, Jr., v.p. & g.m.; 
Robert C. Currie, Jr., prog. m. 


IOWA 
WOI-TV 247,590 °— 
Richard B. Hull, rad.-tv.d.; 
Robert C. Mulhall, opertns. m. 


KCRG-TV 116,333 
Wade S. Patterson, g. & sls. m. 











Baton Rouge 


Lake Charies 


New Orleans 


Shreveport 


Bangor 


Lewiston 


Poland Spring WMTW 


Portiand 








ben, sls. m. 
WAFB-TV 715,000 _ 
Tom E. Gibbens, v. p. & g. m.; 
Ron Litteral, sls. m. 
WBRZ— 2Mar. ‘55 
KPLC-TV 61,529 
David Wilson, g. m.; P. E. Mills, 
Jr., c. m. 
KTAG-TV 35,000 _ 
Warren Berwick, p. & m.; Wil- 
liam Hession, sls. m. 
KNOE-TV 191,500 _ 
Paul H. Goldman, v.p. & g.m.; 


Jack Ansell, Jr., sls. & prom. d. 
WDSU-TV 300,890 55 
Robert D. Swezey, ex. v.p. & 

g.m.; A. Louis Read, v.p. & 

¢.m. 

WIMR-TV 108,992 6 

George A. Mayoral, ex. v.p. & 
g-m. 

WCKG—26 Early ’55 

KSLA 73,750 _ 


Deane R. Fiett, st. m.; Harry 
Kornrumph, sls. m. 


MAINE 
WABI-TV_ 81,460 — 
Leon P. Gorman, Jr., g. m.; Mil- 
ton Chapman, loc. sls. m. 
w-TWo 





Murray Carpenter, g.m.; Rudy 
Marcoux, bus. m. 

WLAM-TV 24,000 _- 

Eldon H. Shute, Jr., p. & st. m.; 


Gerald T. Higgins, adv. d. 

259,933 

John H. Norton, Jr., v.p. & g.m.; ; 
Paul Tiemer, sls.m. 

WCSH-TV 150,004 50 

William H. Rines, mng. d.; Jack 

S. Atwood, st. m. 

WGAN-TV 136,078 *_— 

Creighton E. Gatchell, v.p. & 
g.m.; Richard E. Bates, sls. m. 








Kalamazoo 


Lansing 


Marquette 
Saginaw 


Traverse City 


Austin 


Duluth 
(Superior) 


Minneapolis- 
St. Paul 


City Station Vht Unt Color City Station Vhnt Unt Color 
WMT-TV 245,120 100 MARYLAND 
William B. Quarton, v.p.; Lew Baltimore WAAM 575,174 ae 
Van Nostrand, g. sis. m. Ken. Carter, g.m.; Armand 
Davenport WOC-TV 295,156 _- Grand, asst. g.m. 
Ernest C. Sanders, resident m.; WBAL-TV 575,174 100 
Mark Wodlinger, = m. Leslie H. Peard, Jr., st. m.; F. 
Des Moines KGTV 6,500 _ W. Cardall, bus. m. 
W. C. Bridges, p.; bps Howard, WMAR-TV 581,928 68 
g-m. E. K. Jett, v.p.; Ernest A. Lang, 
WHO-TV 302,000 *_— sis. m. 
Paul A. Loyet, v.p. & res. m.; Salisbury WBOC-TV 40,760 a 
Harold W. Fulton, sis. m. John W. Downing, p.; Charles J. 
Fort Dodge KQTV 21,000 _— Truitt, v.p., g. m. & sis. m. 
Edward Breen, p.; Max Landes, 
sls. m. MASSACHUSETTS 
Mason City KGLO-TV 117,892 _ Adams WwMGT 169,015 == 
Herbert R. Ohrt, ex. v.p. & g.m.; (Pittsfield) John T. Parsons, m.; William P. 
Walter Rothschild, nat. sis. m. Geary, sis. m. 
Sioux City KTIV 146,719 _ Boston WBZ-TV 1,253,379 64 
Dietrich Dirks, p.; L. L. Me- W. C. Swartley, g.m.; C. Herbert 
Curnin, sis. m. Masse, sis. m. 
KVTV 131,938 24 WNAC-TV 1,250,000 — 
Robert R. Tincher, v.p. & g.m.; Norman Knight, ex. v.p. & g.m.; 
Donald D. Sullivan, adv. 4. Thomas H. Bateson, sis. serv. 
Waterloo KWWL-TV 140,763 15 m. 
R. J. McElroy, g.m.; Don E. Cambridge WTAO-TV 178,800 — 
Inman, sls. d. (Bosten) Theodore Pitman, Jr., g. m. & 
sls. m. 
‘ KANSAS Springfield WHYN-TV 160,000 —_ 
Great Bend KCKT 110,213 —_ Charles N. DeRose, g.m.; Patrick 
Les Ware, v.p. & g.m.; Otis J. Montague, c.m. 
Cowan, sis.m. WWLP 164,000 4 
Hutchinson KTVH 158,652 o—_ William L. Putnam, oper. m.; 
(Wichita) Howard O. Peterson, g.m.; E. W. James H. Ferguson, Jr., sis. m. 
vee, Gk e. Worcester = WWOR-TV 164 8 — 
Pittsburg KOAM-TV_ 81,342 “— Ansel E. Gridley, v.p. & g.m.; 
R. E. Wade, g. & sis. m. Leonard Corwin, c.m. 
Topeka WIBW-TV 402,584 il WAAB—20 Early °55 
Ben Ludy, g.m.; Hilton Hodges, 
s.m. MICHIGAN 
ae eT ~—— |. we | fen ater eeey 23,0002 — 
Umansk m es | Edward F. Baughn, v.p. & g.m.; 
KEDD 2,318 — | Kenneth MacDonald, sls. m. 
John North, v.p. & g.m.; Bob | Bay City WNEM-TV 289,793 
Paxson, c. sls. m. John H. Bone, g.m. 
| Onadillac wwtv 64,920 —_ 
KENTUCKY } L. T. Matthews, g.m.; John F 
Henderson WEHT 69,067 ‘— | Cundiff, sis. m. 
Cecil M. Sansbury, g. m.; Roger | Detroit omar TV 1,238,585 —_ 
Garrett, asst. m. | . E. Campeau, p. & g.m.; E. 
Lexington WLEX-TV—18 Jan. °55 en Wardell, gen. sis. m. 
Louisville WAVE-TV 414,755 29 WJIBK-TV 1,468,400 250 
Nathan Lord, g.m.; Ralph Jack- Bill Michaels, mng. d.; Maurice 
son, c. m. McMurray, sis. m. 
WHAS-TV _ WW4J-TV 1,466,000 140 
Victor A. Sholis, d.; Albert J. Edwin K. Wheeler, g. m.; Don 
Gillen, sis. d. DeGroot, asst. g. m. 
WQXL-TV—41 Early °55 WXYZ-TV 1,469,000 — 
James G. Riddell, p. & g.m.; 
LOUISIANA | John F. Pival, v.p. chg. tv. 
Alexandria KALB-TV 40,500 — | Flint WJIRT—12 Early '55 
W. L. Cobb, g.m.; Marvin Reu- Grand Rapids WOOD-TV 488,490 20 


Willard Schroeder, g. m.; Ar- 
thur M. Swift, gen. sls. m. 

WKZO-TV 539,390 100 

Carl E. Lee, mng. d.; Donald 
DeSmit, sis. m. 

WIIM-TV 415,232 250 

Harold Gross, p. & g. m.; W. R. 
Brazzil, gen. sls. m. 


WTOM-TV 55,000 _ 
Thomas B. Shull, p. & g.m.; 
Roger Underhill, sls. m. 
WAGE-TV—6 Early ’55 
WKNX-TV 140,000 5 


Howard H. Wolfe, st. m.; Robert 
M. Chandler, c.m. 

WSBM-TV—S1 Dec. "55 

WPBN-TV 35,011 a 

John Anderson, st. m.; R. E. 
Detwiler, c.m. 


MINNESOTA 
KMMT 95,951 _ 
Tom Steensland, m. & sis. m. 
KDAL-TV 75,500 
Dalton LeMasurier, 
Ramsland, c. m. 


g. m.; Odin 


WDSM-TV 70,000 — 
Rodney Quick, g.m.; Martin 
Olson, ¢. m. 

KSTP-TV 568,500 100 


Stanley B. Hubbard, p. & g.m.; 
Marvin Rosene, gen. sls. m. 


WCCO-TV 568,500 200 

F. Van Konynenburg, ex. v.p. 
& g.m.; Robert N.° Ekstrum. 
sls. m. 


WMIN-TV 568,500 —_ 

Larry Bentson, p.; Frank De- 
vaney, v.p. chg. sls. 

WTCN-TV 568,500 — 

Joseph L. Merkle, g.m.; David 
Cole, sis. m. 


(Continued on next page) 





with the best 
of CBS 


PRIMARY 
AFFILIATE 





And Now 
The BEST of ; 


Blanketing FORT WAYNE and 
the Tri State area of Indiana, 
Ohio and Michigan. 


TOO! 










IF YOU WANT TO MAKE 
SALES—CONCENTRATE ON 
A MARKET WHERE PEOPLE 
HAVE MONEY TO SPEND 


* 
(S per household 


FORT WAYNE, INDIANA 


*6,457 





HIGHER THAN... 


NEW YORK 
PHILADELPHIA 
SAN FRANCISCO 
PITTSBURGH 
BALTIMORE 


WIN-T COVERAGE 
Total population— 575,085 
Total households— 179,018 
$919,317,000.00 
Total retail sales—$660,826,000.00 


Total income— 


*Consumer Spendable Income per Household. 
Scource:—Consumer Markets 1954 


Nationally represented by 


H-R TELEVISION, INC. 


TRI-STATE TELEVISION, INC. 
WATERLOO, 


INDIANA 


Offices 
LINCOLN TOWER 
FORT WAYNE 2, INDIANA 
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City Station wht Unf Color 
Mt. Washing- WMTW (see Poland Spring, Me.) 
ton 





Set Count (Continued) | 











City Station Vht Unt Color 
KEYD-TV — _ } NEW JERSEY 
Rochester KROC-TV 92,386 _— | 
Bill Lampman, st. m.; Warren | Asbury Park WRTV 10,500 _ 
Miller, gen. sls. m. Walter Reade, Jr., p.; Harold C. 
Burke, mng. d. 
K C MISSISSIPPI | Newark WATV 4,290,000 — 
‘ansas City's | . : J Irving R. Rosenhaus, p. & g.m.; 
Most Powerful | Columbus WCBI-TV—4 Early °SS William Crawford, sls. 4 
. Jackson WITV 66,549 10 
TV Station Jay Scott, g. m.; Frank B. Wil- 
aigeage NEW MEXICO 
WLBT 122,000 25 Albuquerque KGGM-TV 53,496 - 
Fred L. Beard, g. m.; Frank | A. R. Hebenstreit, p. & g. m.; 
Gentry, c. m. George Morgan, c. m. 
WSLI-TV_ 110,000 _ . 
Owens F. Alexander, tv oper. m.; KOAT-TV 50,000 — 
Evan Hughes, c. m. Ted L. oe st. m., Mel Drake, 
gen. sis. m. 
Meridian WTOK-TV 56,300 os i 
Robert F. Wright, p. & g.m.; KOB-TV 53,496 _— 
William B. Crooks, v.p. & c.m. Wayne Coy, p. & g.m.; Rolf S 
| Nielsen, sls. m. 
MISSOURI Roswell KSWS TV 25,989 — 
Advertisers find atten- Cape KFVS-TV 110,000 is John A. Barnett, owner; Paul B. 
tive, receptive listeners— Girardeau Robert O. Hirsch, st. m.; Jack McEvoy, sls. 4. 
and more of them—when Ramey, sls. m. 
they swing their schedules to Columbia KOMU-TV 54,046 _ NEW YORK 
KMBC-TV, Kansas City’s most Claude F. Ratliff, Jr., st. m.; . SO 
powerful TV station. Serving the John O. Conwell, sls. m. Alheny WROW-TV 144,000 = — 
Heart of America from a 1,079-foot Hannibal KHQA-TV (see Quincy, Il.) cnap tees? se ay S warahy. ©. we: Mey 
tower (above average terrain) with a Joplin KSWM-TV_ 81,270 _ ma aa Miguee tates 
316,000-watt RCA color-equip Austin A. Harrison, p. & g. m.; WTRI c 7,16  — 
transmitter, the Channel 9 signal D. T. Knight, Jc. sis. m. Risheré B. Wheeker, ¢.m.; John 
goes farther, remains clearer and Kansas City KCMO-TV 453,693 — co Se 
holds more audience than any other | E. K. Hartenbower, g.m.; S. B Binghamton WNBF-TV 312,160 20 
K City television facility For Tremble, c. m. George R. Dunham, g.m.; Stanley 
the facts about the Heart of KMBC-TV 453,693 80 | N. Heslop,. gm. sis. m. 


America’s best TV buy, see your John T. Schilling, v.p. & g.m.; Bloomingdale WIRI 52,000 aa 
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g. m.; Louis All 


en, asst. m. 


George J. Higgins, v.p. & sls. hes 
re tel —_ neve 9 
. » , . alo EN-TV 430, 00 
aga Bagel ot wegen George R. Torge, st. m.; Nicholas 
Sasso. le. i a J. Malter, sis. m. 
St. Joseph KFEQ-TV 120,863 —_ WBUF-TV 170,000 _ 
Barton Pitts, g.m.; Glenn G. | rr & o “a v.P.; Bob 
and in Radio, it's KMBC Konsas Ci Griswold, c.m. ba ig tem 
%¢ ” | St. Louis KSD-TV 710,834 65 WGR-TV 432,819 246 
KFRM por the State of Konsos | George M. Burbach, g.m.; Guy J. J. Bernard, g. m.; O. Howard, 
| E. Yeldell, sis. m. | Icl. sls. m. 
| KWK-TV 655,000 100 | Carthage WCNY-TV 49,000 oe 
saad — _—- | Robert T. Convey, p. & g.m.; (Water- James W. Higgins, tv.d. Alfred 
V. E. Carmichael, v.p. & c.m. town) M. Tauroney, sis. m. 
| WTVI (see Belleville, Ml.) Ithaca WHCU-TV—20 Early °55 
| Sedalia KDRO-TV 57,000 - Kingston WKNY-TV 21,000 — 
| H. W. Brandes, g.m.; Jimmy Robert M. Peebles, v.p. & g.m.; 
| N 'D) iJ T R @) | T | Glenn, sls. m. Robert L. Sabin, m. tv oper. 
_ one Oe ee et ace” 6 || ee Oa _ 
| Aces om. Ted Oberfelder, g-m.; Trevor 
~ | a: s = = 7 Adams, sls. m. 
_——ekhee WABD 4,481,000 3,000 
O Uu piers P : George BarenBregge, g.m.; F. A. 
Wurster, sis. serv. m. 
SeOEANA WATV (see Newark) 
e ae vv. Clark a; John H Con- WOBS-TV 4,481,000 3,000 
yA O} e ner. : as - Sam Cook Digges, g.m.; Frank 
er, ¢.m. 
Butt KXLF-TV Shakespeare, sls. m. 
utte -TV — 
. = WOR-TV 4,481,000 _ 
ag 4 ee, 5 Se eee Gordon Gray, g.m.; Charles 
ilips, sls. 2 
on Great Falls KFBB TV 19,000 — on 
Le Roy Stahl, st. m.; W. C. WwPerx 4,481,000 _ 
Blanchette, sls. m. Fred M. Thrower, g.m.; John A. 
| Missoula KGVO-TV 17,450 — Paterson, sis. m. 
( faa A N N 2 L A. J. Mosby, p. & m.; Hugh WRCA 4,481,0000 3,000 
| Bader, c. m. Hamilton Shea, g.m.; Jay J 
Heitin, sis. m. 
NEBRASKA Rochester WHAM-TV 295,000 to 
» William Fay, v.p. & g.m.; John 
Holdrege KHOL-TV 63,761 _ 7 
(Kearney) Duane L. Watts, sta. m.; J. R. ens Kennedy, Jr., gen. sis. m. 
“‘Dick’’ Hackney, sls. & prom. WHEC-TV 281,790 _ 
m. C. Glover DeLancy, v.p. & g.m.; 
Lincoln KOLN-TV 107,204 LeMoine C. Wheeler, nat. sls. 
q == 
A. James Ebel, m.; Thomas L. ™. 
Young, sis. m. WVET-TV 281,960 200 
Omaha KMTV 286,000 *— | Ervin F. Lyke, p. & g.m.; 
Owen Saddler, v.p. & g. m.; Ard- | Arthur Murrellwright, gen. sls 
den Swisher, sls. m. | m. 
Wwow-TV 283,150 *— | Schenectady WRGB 413,000 *— 
Frank P. Fogarty, v.p. & g.m.; | (Albany- R. W. Welpott, m.; Robert F. 
: Fred Ebener, sls. m. | Troy) Reid, sls. m. 
- Syracuse WHEN-TV 354,960 300 
NEVADA | Paul Adanti, g. m.; William H. 
W W.S5-T V Henderson KLRJ-TV—2 Jan. ’55 Bell, c. m. 
he | Las Vegas KLAS-TV 20,232 —_— | WSYR-TV 354,960 300 
BC Ti vis R. G. Jolley, p. & g.m.; Marian E. R. Vadeboncoeur, p. & g.m.; 
elevision wi 
DETROIT Y. Komar, c. m. | W. R. Alford, d. of sts. 
Reno KZTV 17,250 — | Utica WKTV 155,000 175 
Associate AlL-FER Raton WHS Harry Huey, g.m.; Richard Colon, | Michael C. Fusco, g.m. & c.m. 
Owned and Operated by THE DETROIT NEWS devel. | 
, 4IN 
National Representative | a Sars pos Simpaea agg 
P Manchester WMUR-TV 381,338 — Asheville WISE TV 33,000 _ 
THE GEORGE P. HOLLINGBERY CO. Norman A. Gittleson, ex. v.p. & Harold H. Thoms, g.m.; Joseph 


J. Master, c. m. 








City 


Charlotte 


Durham 
Greensboro 
Greenville 
Raleigh 
Wilmington 


Winston- 
Salem 


Bismarck 
Fargo 
Minot 


Valley City 


Akron 
Ashtabula 


Cincinnati 


Cleveland 


Columbus 


Dayton 


Elyria 
Lima 


Steubenville 


Toledo 


Youngstown 








Station Vb Uhf Color 
WLOS-TV 277,980 _ 
Charles B. Britt, ex. v.p.; Brad- 
ley H. Roberts, c.m. 
WAYS-TV 56,338 _ 
Hugh Deadwylder, st. m.; Nick 


Carter, loc. & rgni. sis. m. 
WBTV 449,864 35 
Ciarles H. Crutchfield, ex. v.p. 

& g.m.; Wallace Jorgenson, gen. 

sis. m. 


WTVD 185,690 _ 

Harmon Duncan, gma. $ Mike 
Thompson, sis. m. 

WFMY-TV 283,591 *_— 

Gaines Kelicy, g. m.; Wm. §S 


Baskerville, c. m. 
WNCT 93,370 — 
A. Hartwell Campbell, g.m.; John 
G. Ciarke, Jr., c. m. 
WNAO-TV 112,600 _ 
Charles G. Baskerville, g.m.; Earl 
Welde, c.m. 
WMFD-TV 43,676 
R. A. Duniea, Jr., m.; 
O’Shields, sis.m. 
WSJIS-TV 251,317 
Harold Essex, ex. 
Shaw, sls. m. 


WTOB-TV 84,300 a 
John G. Johnson, g. m. 


laud 


100 


v.p.; Harry 


NORTH DAKOTA 
KFYR-TV 24,315 _ 
F. E. Fitzsimmonds, ex. v.p.; 
A. L. Anderson, sis. m. 
WDAY TV 65,200 _ 
Tom Barnes, g.m. & sis. m. 
KXJB-TV (see Valley City) 
KCJB-TV 30,120 — 
John W. Boler, p. & g.m.; Herman 
Burkart, c. & res. m. 


KXJB-TV 78,000 — 
John W. Boler, p. & g. m.; Wm. 
L. Hurley, v.p. chg. sls. 
OHIO 
WAKR-TV 174,066 _ 
S. Bernard Berk, p.; Roger G. 
Berk, v.p. & g.m. 
WICA-TV 25,000 _ 
John A. Colin, g.m.; Donald 
Fassett, bus. m. 
WCPO-TV 724,140 — 
Glen Clark Miller, asst. g. m.; 
Cc. L. Doty, sls. d 
WKERC-TV 717,145 —_ 
U A. Latham, g.m.; Robert 


‘Schlinkert, sls. m. 


WLW-T 525,000 

R. E. Dunville, p.; 
ware, st. m. 

WQXN-TV—S4 

WEWS 1,070,360 100 

James C. Hanrahan, g. m.; John 
H. Foley, adv. m. 


WNBK 1,045,000 107 
Lloyd E. Yoder, g.m.; William 
Davidson, sls. d. 


WXEL 1,069,000 _ 
Franklin C. Snyder, mng.d.; R. 
Cc. Wright, c.m. 


WBNS-TV 427,239 


Richard A. Borel, tv d.; Robert 
D. Thomas, sls. m. 


92 
Robert Boul- 


Early ‘55 


WLW-C 312,640 *— 

James ‘Leonard, st. m.; James 
Burgess, sls. m. 

WTVN-TV 385,948 -_ 

Joseph Ww. McGough, g-m.; 
Robert C. Wiegand, asst. g.m. 

WHIO-TV 637,330 


Robert H. Moody, g.m.; Walter 


E. Wolaver, c.m. 


WLW-D 320,000 _ 
H. P. Lasker, v._p. & g.m.; C. R. 


Dodsworth, Jr., sls. d. 
WEOL-TV—31 Early '55 
WLOK-TV 69,105 oe 
R. M. Mack, vp. & m.; C. B. 


Heller, sls. m. 
WIMA-TV—35 Early ‘5S 


WSTV-TV 1,083,900 — 
John J. Laux, ex. v.p. & g.m.; 
Joseph M. Troesch, asst. g.m. 


WSPD-TV 310,170 90 
Allen L. Haid, v.p. & mng. d.; 
Bill Ashworth, nat. sls. m. 
WFEMJ-TV 146,000 25 
William F. Maag. Jr., p.; Mitchell 

F. Stanley, m. & sls. m. 





City Station Vht Uhf Color 
WKBN-TV 148,588 100 
W. P. Williamson, Jr., p. & 
g. m.; J. L. Bowden, st. d. 
Zanesville WHIZ-TV 45,000 _ 
Allan Land, mng. 4.; Nate 
Milder, sis. d 
OKLAHOMA 
Ada KTEN 182,000 _ 
Brown Morris, sec. treas. & st. 
m.; Bill Hoover, v.p. & g.m. 
Enid KGEO-TV 265,421 a 
George Streets, g-m.; Tom 
Belcher, sls. m. 
Lawton KSWO-TV = 54,540 os 
P. N. Goode, p.; Ross B. Baker, 
g-m. 
Muskogee KTVX 245,000 _ 
L. A. Blust, Jr., v.p. & g.m.; 
Ben Holmes, nat. sis. m. 
Oklahoma KMPT 101,000 _ 
City Troy K. Hoskins, st. m.; Bill 
Humphries, sis. m. 
KTVQ 167,381 _ 
John Esau. p. & nat. sis. m.; 
J. Harry Abbott, g.m. 
KWTV 256,102 100 
Edgcr T. Bell, ex. v.p. & g.m.; 
Fred L. Vance, sis. m. 
WKY-TV 303,244 118 
P. A. Sugg, ex. v.p. & st. m.; 
John Haberlan, nat. sls. 
Tulsa KOTV 248,650 60 
Cc Wrede Petersmeyer, p. & 
g. m.; James C. Richdale, c. m. 
KVO0O-TV 242,000 _— 
Cc. B. Akers, g.m. 
OREGON 
Eugene KVAL-TV 35,000 
S. W. McCready, v.p. & g. m.; 
Glenn Nickell, sls. m. 
Medford KBES-TV 26,500 _ 
Edward A. Malone, v.p.; Edward 
Barnett, c. m. 
Portland KOIN TV 242,964 50 
C. Howard Lane, mng. d.; John 
Palmer, nat. sls. m. 
KPTV 212,436 35 


Allentown 


Altoona 


Bethlehem 


Easton 


Marrisburg 


Johnstown 


Lancaster 


Philadelphia 


Russell K. Olsen, mng.d.; Charles 
R. White, sls. m. 


KLOR—12 Mar. '55 


PENNSYLVANIA 


WFMZ-TV 
Raymond F. Kohn, 
Perry S. Ury, sls. 


WFBG-TV 447,128 


32,000 
p. & g.m.; 


Jack Snyder, mng. d.; George 

Burgeon, oper. m. 

WLEV-TV 89,307 _- 

Thomas R. Nunan, Jr., st. m.; 
J. R. Gulick, nat. sls. m. 


WGLV 84,915 _ 
J. R. Porterfield, g.m.; Nelson 
S. Rounsley, bus. m. 

WwIicU 208,500 
Ben McLaughlin, 
Nelson, c¢.m. 

WSEE 
Charles E. 
Boyce, c¢.m. 


WCMB-TV 
Ed K. Smith, g.m. 
WHP-TV 193,002 _ 
A. K. Redmond, g. & c.m. 
WTPA 193,002 _ 
D:ivid J. Bennett, g.m.; Allen P. 
Solada, sis. m. 
WARD-TV 
Robert R. Nelson. 
WIJAC-TV 822,363 
Alvin D. Schrott, 
Hepburn, sls. m. 
WGAL-TV 602,350 30 
Harold E. Miller, st. m.; Leroy 
K. Strine, c.m. 
WWLA—21 
WCAU-TV 1,904,946 
Donald W. Thornburgh, p. & 
g. m.; Robert M. McGredy, tv. 
sis. m. 
WFIL-TV 2,043,972 
Roger W. Clipp. g.m.; 
W. Stowman, gen. sis. m. 
WPTZ 1,878,519 . 260 
R. V. Tooke, g. m.; Alexander W. 
Danenbaum, Jr., c. m. 


150 
g- m.; Karl 
56,420 _ 


Denny, g.m.; 





g.m. 


250 
g-m.; John H. 


Early ‘55 


1,000 
Kenneth 


City 


Pittsburgh 


Reading 


Scranton 


Wilkes-Barre 


York 


Providence 













Two of the finest hotels in New 
York are just “‘around the corner” 
from CBS, Dumont or NBC. 
Beautifully decorated rooms 
and suites for permanent 
or transient residence. 


MADISON AT 52ND 


Barberry Room 
Where the celebrities 





Station Vnt Unf Color 

WDTV 1,256,400 _ 

Harold C. Lund, g. m.; Lioyd 
Chapman, sis. m 

WENS 412,688 _ 

Larry H. Israel, v.p. & g.m.; 
Donald P. Menard, sis. m 

WEEU-TV 95,000 _ 

Thomas E. Martin. ex. v.p. & 
g. m.; K. Richard Creitz, asst 
gs. m. & sis. m 

WHUM-TV 219.870 me 

Humboldt J. Greig, p.; Robert M 
Reuschie, nat. sis. m 

WARM TV 200,000 _ 

William M. Dawson, g.m.; Sam 
Feigenbaum, sis. m 

WGBI-TV 195,000 _ 

Robert E McDowell, st m 
George D. Coleman, sis. m 

WTVU 250,000 — 

Thomas W. Jones, g.m.; Edward 
Galuska, oper. d 

WBRE-TV 210,000 100 

David M. Baltimore, v.p. & g.m.; 
Ernest Lewis, sis. m 

WILK-TV 250,000 — 

Thomas P. Shelburne, treas. & 
mng. d.; Malcolm Dale, sis. m 

WNOW-TV 94,000 — 

Richard E. Burg, st. m.; Robert 
M. Stough, sis. m 

WSBA-TV 90,000 oa 

Louis J. Appell, Jr a; Cc. L 
Doty, v.p., g.m. & c.m 
RHODE ISLAND 

WJIAR-TV 1,189,480 200 

Peter B. James, st. m.; Edward 
Boghosian, sis. m 

WNET 380,000 —_— 


Abraham Belilove, v.p 


(Continued on next page) 


fe 


HOTEL 


New Weston 


MADISON AT 50TH ||) 


English Lounge 
Meeting place 





of show business 





Ideal headquarters. 


go after theatre 
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City Station vVni Unf Color City Station vnt Unf Color 
Set Count (Continued) WTSK-TV 80,050 10 KTSM-TV 60,385 cee 
Harold B. Rothrock, st. m.; Guy Karl O. Wyler, p. & g.m.; Roy 
City Station Vht Unt Color L. Smith III, c.m. T. Chapman, v.p. & sis. m. 
SOUTH CAROLINA Memphis WHBQ TV 330,647 _ Fort Worth WBAP-TV 440,000 325 
Anderson WAIM-TV 175,000 — John Cleghorn, g. m.; L. O. (Dallas) George Cranston, m.; Roy Bacus, 
Glenn P. Warnock, g.m.; Fisher Dobson, sis. d. o. ™. 
Darden, sls. m. WMCT 330,647 50 Galveston KGUL-TV 378,000 —_ 
Charieston WCSC-TV 144,121 | H. W. Slavick, g.m.; Earl More- : Paul E. Taft, p.; Robert S. Wil- 
Roland Weeks, st. m. & nat. sis. land, st. m. son, gen. sls. m. 
-- m ee 2 Nashville WSIX-TV 225,520 — Harlingen orang ot —— ee 
were ge~ © | R. D. Stanford, Jr., p. & g.m.; roy McDaniel, g.m.; Ingham §. 
Porterfield, nat. sis. m. WSM-TV _ 208,985 45 Housten KGUL-TV (see Galveston) 
Columbia WCOS-TV 70,200 na John H. DeWitt, Jr., p.; Irving KPRC-TV 387,000 100 
Chas. W. Pittman, g.m.; Wayne | Waugh, c.m. Jack Harris, g.m.; Jack McGrew, 
Poucher, sls. m. | Old Hickory WLAC-TV 221,750 - oe oe. 
WIS-TV 138,992 — | (Nashville) T. B. Baker. Jr., ex. v.p. & g.m.: KTRK-TV 378,000 os 
=A. Batson, mng. d.; J. | William W. Walker, ¢.m. Willard E. Walbridge, g. m. Bill 
aw Epps, ¢.m. Benett, c. m. 
WNOK-TV 69,300 — 
H. Moody McElveen, Jr., g. m. henaneene mages ve . M aneee =4 
. , : onigold, st. m.; Bernie 
Florence WBTW 111,340 — Abilene RRBC TV 30,963 = Bouma, ¢. m 
J. William Quinn, mng. 4.; John Dale Ackers, p. & g.m.; Forest r , 
H. Brock. Icl. sls. m. | Lane, nat. c. m. KLTV (see Tyler) 
Greenville WFBC-TV 443,850 oo Amarillo KFDA-TV 64,829 _ Lubbock KCBD-TV 67,878 
_" A < cae m.; R. Q. Glass, Lid moore g. m.; Dan Hayslett, Joe H. Bryant, p. & g. m. : George 
r., sls. m at. sis. m. L. Tarter, c. m. 
WGVL-TV 102,300 _ KGNC-TV 65,199 _ 1 , 
Ben. K. McKinnon, v.p., g.m. & Wesley S. Izzard. ex. g.m.: ag ye, . tietnne 
sls. m. Bill Clarke. sls. m. —ass. - 
Spartanburg WSPA-TV—7 Early °SS Austin KTBC-TV 102,961 8 ag GO 
C. Kellam, g.m.; 0. P. (Bob) Midland KMID-TV 39,250 _ 
SOUTH DAKOTA Bobbitt. sis. m. >, = Seem. >. a & mm; 
Sioux Falls KELO-TV 110,262 — | Beaumont KBMT 40,000 — or ee 
Joseph L. Floyd, p.; Evans A. John Rossiter, v.p., g. m. & San Angelo KTXL-TV 38,598 _ 
Nord, g.m. ss. m. J. H. Hubbard, gm; E. 0. 
| , Thomesen, c.m. 
Corpus KVDO-TV 37,360 , 
TENNESSEE | Christi L. W. Smith, g.m.; V. E. Tinsley, San Antonio KENS-TV 232,993 *— 
Chattanooga WDEF-TV 115,361 os ¢.m. Albert D. Johnson, g.m.; Wayne 
7 pe oe g-m.; Otis Dallas KRLD-TV 415,000 150 Kearl, g. sls. m. 
2 ° . (Ft. Worth) Roy M. Flynn. st. m.; William . . ‘ 
Jackson WDXI-TV—7 Mar. ’55 A. Roberts, asst. m. chg. sls. pay — v.p. & aanr 
Johnson City WIHL-TV 143,692 _ WFAA-TV 415,000 150 Ed V. Cheviot, c. m. ia 
Lancaster, Jr., v.p. & Ralph W. Nimmons, st. m.; Mike Am $e — 
et ~< Shestee, om KCOR-TV—41 Apr. ’55 
Knoxville WATE-TV 98,560 -_ El Paso KROD-TV 62,395 _ Temple KCEN-TV 98,617 _ 
W. H. Linebaugh, v.p. & g. m. Val Lawrence, v.p. & g.m.; Dick Burton Bishop, pres. asst.; Harry 
John T. McCloud, c. m. Watts, gen. sis. m. Abbott, st. m. 


Texarkana KCMC-TV 103,760 _ 
(Tex.-Ark.) Walter M. Windsor, g.m. & c.m. 
| 


Tyler KLTV 74,140 _ 
Marshall H. Pengra, g.m. 
Waco KANG-TV 48,960 _ 


Bob Walker, st. m.; Chas. L. 
| Howell, asst. m. 


Weslaco KRGV-TV 47,673 


| Millman Rochester, g.m.; Jack 
Keasler, c.m. 


Wichita Falis KFDX-TV 89,750 _— 
Howard H. Fry, v.p. & g.m.; 
Mo’i M. Johnson, nat. sis. m. 
KWFT-TV 385,300 _ 
Kenyon Brown, p. 








Montpelier WMVT 106,000 _— 
Stuart T. Martin, g.m.; John A. 
Dobson, sls. m. 


UTAH 

| Salt Lake KSL-TV 167,200 50 

| City D. Lennox Murdoch, v.p. & g.m.; 

Edward B. Kimball, g. sls. m. 

KTVT 167,200 126 

| G. Bennett Larson, p., g.m. & 

| sls. m. 

| KUTV 181,500 _ 
Frank C. Carman, p.; Brent Kirk, 

| sls. m. 

| VERMONT 

| 

| 

| 





verage on 
I aalelie tite, y 
shows e an FY 



















Al é 121,000 SETS ee 
. Based on Nielsen Survey | >a WVEO-TV (see Norfolk) 
Nov. 1, 1953 | Harrisonburg WSVA-TV 97,354 _— 
Plus RETMA to November 26, 1954 | Frederick L. Allman, p. & g.m.; 
U. S. Average Howard C. Evans, sis. m. 
on Syediented INTERCONNECTED ... | Lynchburg #WLVA-TV 179,100 = 
Y NBC * CBS * ABC * Dumont Philip P. Allen, v.p. & g.m.; 
Shows 105,200 WATTS VHF Joseph F. Wright, Jr., o.m. 
under ° Newport WACH-TV (see Norfolk) 
Nerwork : ane 
Norfolk WACH-TV 137,500 _ 
Shows under 20.0 WDEF-TV ‘i H. A. Seville, g. m.; Tiny Hut- 
CHATTANOOGA ton, sls. m. 
30.0 WTAR-TV 346,007 50 
Campbell A . = 23 
Top $h “Robert M. ‘Sau on sis. ‘ 
‘ WVEC-TV 128,000 50 
Contact THE BRANHAM COMPANY WVEC-TY 128,000 50 
Taken From the NATIONAL TELEPULSE — August 1-7, 1954 (TOP 15) Se 
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City Station vnt Unf Color City Station Vht Unf Color 
Richmond WTVR 477,318 300 Huntington WSAZ-TV 478,777 80 ’ 
Wilbur M. Havens, P., gs m. & Lawrence H. Rogers, v.p. & g.m.; For latest cov erage figure, 


sis. m.; Walter A. Bowry, IJr., 
asst. g. m. & asst. sis. m. 


Roanoke WSLS-TV 300,749 


50 
James H. Moore, ex. v.p.; Horace 
Fitzpatrick, asst. m. 


C. Tom Garten, asst. g.m. 


Tey Ae see adjoining columns. 
WHTN-TV—13 Spring °55 

Oak Hill WOAY-TV — — 
(Beckley) Robert R. Thomas, 0. & g. m.; 
| W. 8. Jackson, sis. m. 








beso grt Parkersburg WTAP 35,802 
Bellingham KVOS-TV 155,153 — | a = = 
Rogan Jones, P.; Fred Elsethagen, ae ee, g. m.; Jerry Burns, | 
sis. m. i at | 
Pasco KEPR-TV _ _ Wheeling WTRF-TV 304,000 6 ° e e 9 
i Robert W. Ferguson, ex. v.p. & est LY. nna ~ 
KING-TV_ 403,000 161 g.m.; H. Needham Smith, sis.m. | 
(Tacoma) Otto P. Brandt, v.p. & g.m.; A. | 


| 
P. Hunter, c.m. | 





KOMO-TV 398,400 161 Wi NSI 
W. W. Warren, p. & g. m.; Ray eeereunel 
Baker, v.p. & ¢.m. Eau Claire WEAU-TV 75,000 — 
KTVW 398,400 _ H. 8. MHyett, g.m.; Richard 
H. G. Fearnhead, g. m.; Roger Kepler, st. m. 
D. Rice, st. & gen. sls. m. G Be Ww 7 
Spokane KHQ-TV _ 96,770 10 poem Bay BAY-TV 310,000 ae 


R. O. Dunning, p. & g. m.; John ae a ty bg m.; Robert 
H. Pindell, c. m. . . . > 


KXLY-TV 99,553 WMBV-TV (see Marinette) 


Richard E. Jones, v.p. & g.m.; ha le to ties 
Robert Struble, sls. m. La Crosse WKBT 45,340 _ | r S nN 
KREM-TV 95,649 Howard Dahl, m.; Robert Z. | 


Louis Wasmer, owner; Robert H. | Morrison, Jr., sis. m. 
Temple, m. 








Madison WKOW-TV 103,000 — 
Tacoma KMO-TV 370,100 — Ben Hovel, g. m. 
(Seattle) Carl E. Haymond, p.; Dexter 
Haymond, v.p. & oper. m. WMTV 63,500 — | 
KTNT-TV 398,400 161 | Morton J. Wagner, st. m. & sls. 
Len Higgins, m.; Larry Carino, | m. | 
¢.m. | 
Yakima KIMA-TV 32,219 Ls Marinette WMBV-TV 175,000 _ 


ngs (Green Bay) Joseph D. Mackin, g.m.; Willia 
Thomas C. Bostic, st. m.; H. R. 
Cary, sls. m. R. Walker, st. m. 


| 
weer Wenameee | Milwaukee | WOCAN-TV 412,000 — | untington 
| 


Lou Poller, g.m.; Burt Levine, 
Charleston WCHS-TV 423,234 . 2 = 





| 
— sis. m. 
John T. Gelder, Jr., g.m.; John y 
L. Sinclair, Jr., sls. m. WOKY-TV 398,255 — | 
WKNA-TV 51,130 am Lee B. Bartell, g.m.; Don Mann, | 
Charles H. High, g.m.; Willard | st. m. 
Jackson, sis. m. | w - < 

Clarksburg WBLK-TV—12 Spring '55 Ta om: te + | 

Fairmont WIJPB TV 36,105 — jakke, sis. m 


rad.; Neal V. Bakke, sls. m. 
witvw ox 


L. F. ‘Thurwachter, ex. v.p.; 
Soren H. Munkhof, st. m. 


. 
Superior KDAL-TV (see Duluth, Minn.) tation 


j WDSM-TV (see Duluth, Minn.) 


| 
R. M. Drummond, v.p. & g.m.; | 
George E. Fowler, c.m. 








Wausau WSAU-TV 50,100 — 
George T. Frechette, v.p. & g.m.; 
Richard D. Dudley, asst. m. & 





¢.m. 
WYOMING 
levision fe 
T © Cheyenne KFBC-TV 49,000 or 


Skete h boo k William C. Grove, g.m.; Charles 


rare joins CBS TELEVISION 


Timely and practical 








working scripts for the Territories & Possessions 
presentation of songs in 
dramatic, comic and pic- ALASKA ~ 
torial fashion. - Ancherage 4 KIA 14,000 =f d he gts 
The very — —, a sete e. Deneas, g-m.; Phil | ge Mig a 
as well as e stan ve owarth, sls. m. Fe z 
favorites are develop KTVA 15,000 a Ch l 
(nto. photogenic sketches AG. Bieber em | Channel! 
which can be enec- : 
tively as complete musical HAWAII 
shows, as production Sax Honolut KGMB-TV 67,000 “25 Roe % 
bers in variety prograk™ ees Cc " Richard Evams, v 2: | - 
hs : , V.p & g.m.; | 
or as scene-setting sé Ralph H. Davison, Jr., tv sls. 
ments. P m. 
— = Piggy am KONA 62,000 - 
ways In wht John D. Keating, p. & g.m.; Jack . . 
: dept the BMI Sketchbook Fle ay Raglh National Reps: The Branhem Company 
to advantage. KULA-TV 67,000 ae) Phone Collect (rep or station) 
’ eeagh Be Lakes, om «a &™' | for Latest Availabilities 
A Monthly BMI TV Service . ’ - Sls. m. | 
PUERTO RICO | Phone 65358 Charleston, West Virginia 
| 
San Juan WAPA-TV 43,345 


BROADCAST MUSIC, INC. 


NEW YORK ¢ CHICAGO ¢ HOLLYWOOD 


Delfin Fernandez, g.m.; Segis Phone MU 2-4606 Branham Co., New York City 


Mundo Quinones, ¢.m. 


WKAQ-TV 65,000 —_ 
TORONTO e¢ MONTREAL Rafael Delgado Marquez, g. m.; 
Leslie Highley, sls. m. | 
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36-24-36 


WOW! 
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KRON-TV has some impressive statistics too. Look at the way the station 
stacks up — 


®@ Antenna Height: 1441 feet above sea level, the highest 
in San Francisco 


© Power: 100 KW, the top power authorized for Channel 4 
® Audience: 1,382,000 families in KRON-TV's 23 county 


coverage area. 


It all means this: You can count on KRON-TV to give you the best and most 
complete coverage over the widest area of the Northern California market. 





AFFILIATED WITH THE S. F. CHRONICLE 
AND THE NBC-TV NETWORK ON CHANNEL 














Represented nationally by Free & Peters, Inc. 


Pesca oe 
eet 
3 














in the Picture 





Alfred J. Seaman and Barton A. Cummings 


Barton A. Cummings (R) is 41, heads $41-million 
billings—plus one to grow on—as newly elected president, 
Compton Advertising. He joined the agency as account 
executive in 1947, having started in advertising in Rock- 
ford, Ill., where his father owned an agency. An advertising 
major in college, he went to Argentina for Swift & Co. before 
arriving in New York in 1936 to work as a Benton & Bowles 
office boy. Since then, he’s also served the OWI, OPA, U.S. 
Navy, Maxon—and Compton. Alfred J. Seaman (L), for- 
mer creative director, is the agency’s executive vice 
president. A Columbia grad, his background is ideal: sales 
and merchandising in grocery, department and chain stores 
and, of course, agencies. The six Seamans live in Oyster 


Bay, L. I. 


new 





Leaving his post as g. m. 
of Du Mont’s o&o stations, 
Don H. McGannon is tak- 
ing his Fordham law degree 
to Westinghouse Broadcast- 
ing Co. to serve as v.p. and 
general executive. Building 
up stations should come easy 
for Don: his background in- 
cludes an interest in the con- 
struction business in what’s 
been his home: Connecticut. 





Adolph J. Toigo Thomas C. Butcher 

Lennen & Newell als» has two new chiefs: Adolph J. 
Togio (L) succeeds the late Mr. Newell as president, with 
Thomas C. Butcher (R) his executive vice president. Mr. 
Toigo got his start, at 14, in Illinois coal mines, worked his 
way through high school and the University of Chicago, 
then joined Armour & Co. as soap salesman. Helping out 
on a company survey, he did his own research, has been 
doing it ever since in major jobs with major agencies. 
Married, Mr. T. has two sons, a Long Island home and a 
money-making farm in Vermont. Like his boss, Mr. Butcher 
jo'ned Lennen & Newell in 1952 after a stay with Wm. Esty. 
Esrl er, for four years each, he was assistant advertising 
manager of Colgate-Palmolive and a Benton & Bowles ac- 
count executive. 


It takes two roofs to cover the metropolitan agency known as Lewin, Williams and 
Saylor, Inc.—one in Newark and another across the Hudson in New York. One reason is 
that president A. W. (Al) Lewin has been busy realizing expansion plans of late. In 
1951, for example, he merged with the 30-year-old Williams and Saylor organization. And 
now he has consolidated with the 17-year-ol1 Creen-Brodie agency, New York. As a re- 
sult, what started as a small shop in ad alley back in 1935 (when Mr. Lewin worked 
chiefly on jewelry advertising) has become a ful! house of important 
—accounts: Omego watches, Hudson Pulp and Paper and Deering-Milliken fabrics, to 


and diversified 


neme a few. A great believer in tv research cnd market testing, this agency was one of 
the first to buy time on Canadian television. 


Ay y After four years as man- 
me, 7 ger of WJAR-TV Providence, 
YY Norman Gittleson moves 
N to WMUR-TV Manchester, 
aN N. H., as v.p.-g. m. Wide 
4 awake Norm, who knows 
AY 


broadcasting from early ex- 


7 


¥ 


perience in Charleston and 


Greensboro, is sure WMUR- 


TV, located “in Boston’s 
back yard”, will prove a 


prosperous “sleeper.” 
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In the Picture 





Leon Arons 


Adam J. Young, Jr. 


“What television does to people” rather than “what peo- 
ple do to television” will be the working area of Dr. Leon 
Arons as Director of Research, Television Bureau of Ad- 
vertising. After his Ph.D. from Pennsylvania (in psy- 
chology), Dr. Arons served with the Navy, becoming a Lt. 
Commander, and then, for nine years, with the Weintraub 
agency, becoming a vice president. .. Adam J. Young, Jr. 
became an NBC page in 1930 and, when he left the network 
six years later, was ready to be radio director for the 
Kiesewetter agency. The next year he became sales manager 
of J. H. McGillvra Co. and, in 1944, started his own rep- 
resentation firm, which has since expanded into four sep- 
arate companies. Now, he’s been elected president of the 
Station Representatives Assn., and there’s no telling what's 
next. . . The new chairman of the television and radio steer- 
ing committee, Assn. of National Advertisers, is Brooklyn- 
born Rex Budd who went from the Wharton School to the 
Campbell Soup Co. In his 25-year tenure, he has risen 





Donald S. Frost was assistant director of advertising and market research when he 





Rex Budd 





J. Ward Maurer 


Fred B. Manchee 


straight up the ladder, through a special wartime assign- 
ment, to his present high spot, director of advertising. He’s 
the father of four sons, two of whom attend Washington 
and Lee. . . The Advertising Research Foundation has 
named as new board chairman Fred B. Manchee, who’s 
served as director since 1951. Around his own BBD&O of- 
fices, though, he is addressed as executive vice president in 
charge of operations and treasurer. A Princeton man, he’s 
been with the same agency 27 years, has pretty well run 
the gamut, from writing copy to serving on the Plans 
Board. . . Vice chairman of the ARF board is J. Ward 
Maurer. Noted for his energy in the interests of advertis- 
ing, he has already been chairman of the ANA, where he 
still serves as adviser, and a prominent member of The 
Advertising Council.-Professionally, he’s been with Wildroot 
for 23 years, became advertising manager seven years after 
he entered the department. For the past several years he has 
held the title of director of advertising. 


The Dodge Division of the Chrysler Corp. has a new advertising manager, Wendell 
D. Moore, who is switching from the agency to the client-side of the fence. Mr. Moore 
had been media director of Grant Advertising, Detroit, for three years. 


But his new Dodge bosses got to know his work there and, apparently liking the 
way he scheduled Make Room for Daddy and Break the Bank on asc-tTv, asked him “to 
come on over.” Before he joined Grant, the new appointee had been a timebuyer with 
Campbell-Ewald and counts up a total of 15 years in advertising-publishing. 


A Michiganer to the core, Mr. Moore was born in Battle Creek, is a graduate of 
Ypsilanti’s Cleary College and now lives, with his wife and three children, in Birming- 


ham. He’s a member of the Traffic Audit Bureau, the Adcraft Club of Detroit. 


left Bristol-Myers in 1950. Four years later—after winning a vice presidency at Compton 
for handling their Procter & Gamble account—he returned to Bristol-Myers as director of 
advertising. Now, at 43, he’s been named vice president in charge of advertising for their 
products division. 


But the steps up have not come without learning to walk, which Mr. Frost did with 
IBM during the depression, the Owens-Illinois Glass Co. next and then Young & Rubi- 
cam. He joined Bristol-Myers in 1945 after wartime service on a carrier. 


The Frosts and their two children live in Westport, Conn., where Mr. F. is something 
of a carpenter, golfer, rider and, of course, outdoor cook. 
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Memo (Cont'd from page 79) 


in the sub- 
merged offshore lands. He owns part of 
a small weekly newspaper in Texas, 
The Liberty Vindicator, but it doesn’t 
have a radio or tv connection. 


Sam J. Ervin, Jr. (D., N. C.) is not 
technically a freshman, since he was 
appointed to the Senate last June to 
replace the late Clyde Hoey. He also 
achieved prominence as a member of 
the Select Committee that advised cen- 
sure of Sen. McCarthy. But he was 
elected for the first time in November. 
A tall, affable man, he has already 
developed a reputation as one of the 
best story-tellers in the Senate. A 
former Justice of the North Carolina 
Supreme Court, he is a cautious and 
generally conservative legislator. 


states control over oil 


BIBLE IS McCARRANPROTEGE. ‘ian 
Bible (D., Nev.) is a brisk, young 
(45) man, who looks like a youthful 
Edward G. Robinson. A protege of 
the late Sen. Pat McCarran, 
place he takes, Sen. Bible ran an eleva- 
tor in the Capitol when he was going 
to law school at Georgetown Univer- 
sity. He is former Attorney General of 
Nevada and has considerable experi- 
ence with farm problems.in his state. 


Strom Thurmond (D., S. C.) 
longer uses the first initial “J” he had 
when he ran for President as a Dixie- 
crat in 1948. He is now 52 and the 
story that’s always told about him is 
that he proposed to and won the hand 
of his young secretary in 1947 through 
an inter-office memo. He was Governor 
of his state before Jimmy Byrnes, and 
is one of the frontline fighters against 
“civil rights” legislation. 


whose 


no 


Chairmanship of the Communica- 
tions Subcommittee, for whatever im- 
portance that group now has, went to 
John Pastore (D., R. 1.) Some 
tv industry people were apprehensive 
about having Mr. Pastore conduct the 


Sen. 


tv investigation and that fear is now 
laid. These worriers were scared by 
the little Rhode Islander’s “low boil- 
ing point” and thought he might be too 
rough on witnesses. But people who 
have seen Mr. Pastore in action con- 
sider him able, conscientious, and fair, 


though admittedly quick-tongued. 














SERVICE DIRECTORY 





ART 


ARTyVIDEART 


TITLES — ANIMATION — ID‘S 
TELOPS — FLIP CARDS 
COLOR or B&W — 16 of 35MM 


343 LEXINGTON AVE. 
NEW YORK 16, N.Y. 


LExington 2-7378-9 

















CAMERA SUPPLIES 





Complete line of 15-35 Camera t. 








Sales - Service - Rentals 


Motion Picture and Television Equipment 
WRITE FOR CATALOG, Dept. E 


NATIONAL CINE EQUIPMENT, Inc. 


209 W. 48th St., New York 36, N.Y. — Circle 6-0348 








LIGHTING 
for your LIGHTING needs, call 


Century oLighting Sun . 


521 West 43rd Street 
New York 36, N.Y. 
CHickering 4-7050 














Editing and Lighting equipment, Dollies, 
Lenses, TY Camera accessories. Write for 
catalogue or call: 


SALES — SERVICE — RENTALS 


(gamer CQ EQuipment 


1600 RASQ New York City 
JUdson 6-1420 











COMMERCIAL PRODUCERS 


FREE MOVING PUPPETS 
Write or phone for details. 


GLOBAL TELEFILMS INC. 
35 West 53rd Street 
New York, N. Y. 
CIrele 5-7991 














CONSULTANTS 


Wilham 3. Scripps Aassoc. 


Telecommunication Consultants 
1005 Kales Building 
Detroit 26, Michigan 
WOodward 3-1750 














FILM EQUIPMENT & PROCESSING 
* Quiet * Roll ’em 


eACTION! 


—— Equipment for the movie — 
— and Television Producer — 


The CAMERA e MART, Inc. 
1845 B’way N.Y. 23, N.Y. Circle 6-0930 


RENT = BUY 


TV Stations find everything | here a 
editing motion picture films! No —e to 


shop around—we have it—just ask us. 
N.Y.C. — Cable: SOSOUND 











$.0.S. Cinema Supply Corp. 
Dept. TA, 602 W. 52nd St., 





MUSICAL COMMERCIALS 


phil davis 


purenS enterprises 





“distinctive musical 
commercials” 


1650 BROADWAY ® N. Y. 19, N.Y. 
COlumbus 5-8148 





Brochure on request 








Television Age 


444 Madison Ave., N. Y. 22 


SERVICE DIRECTORY 
ORDER FORM 


Please insert my ad 
message in your “Service 
rectory.” 


Sunbeam 

















Frequency & Rates 
0 1 time 
( 7 times 
0 13 times 
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Dinah Shore, who sings for Chev- 
rolet, came east recently via train. She 
brought along a piano and her accom- 
panist so that she could rehearse en 
route. When the train arrived in New 
York, one of the other passengers was 
asked if he had had a chance to hear 
Dinah sing. “Yes,” he answered. “It 
was beautiful. Chevrolet is very for- 
tunate.” He was later identified as Les 
Desmond, general sales manager for 


Dodge. 


* * *& 


A friend of ours, girl-type, just com- 
pleted a stint which, without a doubt, 
must be considered one of the most 
tear-jerking assignments in the indus- 
try. She acted as kind of comparison 
shopper for one of the networks. It 
was her task to watch and report on 
all the opposition network’s television 
soap operas. 

* * * 

Finding two children, aged five and 
six, left alone in a house by their 
shopping mother, a holdup man in 
White Plains, N. Y., turned on the 
tv set to divert the youngsters before 
ransacking the house. He tured in on 
a Western. A few minutes later, when 
the holdup man was in another room 
plying his trade, the tv goodmen and 
badmen began plying their shootin’ 
irons. The kids turned up the volume. 
The real-life lootin’ man panicked and 
vamoosed out the back way, leaving 
everything, including two tv viewers 
still glued to their receiver. 


* * * 


Our favorite cartoon of the month 
is from the Julien Dedman At the Of- 
fice series. One bar-fly replying to a 
question from another: “Beer? No, 
thanks! I'm trying to gain weight.” 


* * * 


Our channel for this next item is a 
wAAM Baltimore press release. It 
seems that soon after Mack Edwards. 
WAAM master of ceremonies, left his 
radio job in Hanover, Pa. to come to 
the Baltimore tv station, he received 
a letter from one of his former Han- 
over listeners. The letter spoke warmly 
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of his program on the Pennsylvania 
station and then went on to make this 
observation: “I was really shocked 
when I heard you left the radio station 
end went on tv. I think with the educa- 
tion you have, you were foolish not to 
higher yourself.” 


te * * 


Television in everyday life: A new 
$2-million high school in Vancouver, 
Wash., will have a tv receiver in every 
class room. . . . A woman in San An- 
tonio complained she saw a Peeping 
Tom peering through her window. 
When she challenged him, she re- 
ported, he said he was looking over 
her shoulder to watch tv. He walked 
off but was arrested later. . . . With the 
help of a Denver television station, a 





1 EINSEL 


Korean War veteran, hospitalized with 
tuberculosis, was able to get his only 
view of his first child. . . . In her law 
suit for separation and $750 weekly 
alimony, the lovely blond wife of a 
New York movie theatre owner testi- 
fied that on their wedding night, her 
husband ignored her and watched 
television instead. 
* ab * 

Stan Wilson, manager of KFDA-TV 
Amarillo, under the impression that 
he was to telecast the first showing of 
the ABC Film Syndication series, 
Passport to Danger, starring Cesar 





Romero, was all set to publicize his 
opening as a “World Premiere.” But 
he was told that another Texas station 
was to telecast the film the day before 
kis showing. Nothing deterred, Stan 
Wilson went ahead and exploited the 
event as “World Premiere Week.” 


* * * 


Then there’s this overheard conver- 
sation transmitted to us through our 
private ear over at CBS. Jackie 
Gleason joined his manager for break- 
fast the other morning and announced, 
“I feel like a million bucks today.” 
The manager patted him on the shoul- 
der and said. “Don’t worry, you'll 
feel better soon.” 


* a 7 


Recently In Camera reported on the 
occasion of BBD&O president Ben 
Duffy's 
agency. We told how three of the 
agency's executive presidents, Messrs. 


35th anniversary with the 


Brower, Danforth and Manchee, com- 
bined their voices to serenade their 
chief with original lyrics to the tune 
of “Oh, What a Beautiful Morning.” 
Quicker than you can spell out SSC&B, 
we received a provocative letter re the 
BD&M Trio which was signed, “Ed- 
ward Barry Roberts, Agent Provoce- 
teur.” We quote liberally from EBR’s 
letter which does not necessarily re- 
flect the opinion of In Camera’s top 
executives: 
“My trio 
songs, cute sayings, 
homilies that have moved millions— 
both in money and in folks, just folks. 
The millions to their banks, the folks 
to tears and laughter and spending 
sprees! The boys play a (U. S.) Steel 


specializes in snappy 


heart-warming 


guitar—their Lucky smoke magic act 
is a wow to the last butt—their dance 
on a tightrope had Betty Crocker on 
the edge of her frying pan—they make 


their entrance wrapped in Dupont 


cellophane. . .” 
End of commercial. 


* co * 


New Jersey contrast: First te enroll in 
a Rutgers course via tv was a N. J. 
Bell Telephone vice president. 




















ON THE AIR FROM 7A.M. 10 1A.M. 












ee eS Sh apnea. “ae mame 


basic CBS shows @ top ABC shows 


ai ST. LOUIS’ FAVORITE PERSONALITIES 








ED WILSON TOM DAILEY Gil NEWSOME Ge 
4:15 — 5:00 P. M. 12:30 — 1:00 P.M. 5:00-5:30 P.m. [i 


‘ UNBEATABLE ENTERTAINMENT 

















1,560,000 POPULATION 
100,000 WATTS — OVER 650,000 RECEIVERS 


Represented Nationally hy THE KATZ AGENCY, INC. 


| | TELEVISIO N 
NETWORK 
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